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RCA Revamps 
Home Instruments 
Marketing Setup 


Move Seen (1) Result of 
Sales Sag, (2) Prelude 
to Jan. 1 Agency Shift 


New York, Dec. 8—Radio Corp. 
of America, no longer king of the 
television set market, has reorga- 
nized its home instruments divi- 
sion. 

This division, which produces all 
RCA consumer products with the 
exception of phonograph records, 
has been split into two functions— 
operations and marketing. 

To head operations, covering 
engineering and manufacturing, 
RCA will bring in Delbert L. Mills 
as a division vp Jan. 1. Mr. Mills 
is now president of the federal 
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Bates, Account Exec 
Cited in FTC Plaint 


In Life Cigaret Case 


FTC Says It ‘Makes Point 


history that an individual agency 
| executive has been required to de- 
| fend his role in preparing a cam- 


of Noting Agency Role’ paign which the commission is 
Drop Claim; Wesson | questioning, 
WASHINGTON, Dec. 11—In a sig-| FTC Chairman Earl Kintner 


Denies Misleading 


nificant change of policy, the Fed-| told Apvertistnc Ace today that 
‘eral Trade Commission today the broadening of the complaint 
10—The | named Ted Bates & Co. and David | to encompass the agency and the 


WASHINGTON, Dec. 
|Food & Drug Administration today 


> oe elie tad Loomis, Bates vp, as parties in a| account executive reflects new 
| warne . ae Lae tae a rel complaint which it is issuing | thinking at FTC. . ok 
famed eater a  aageasagry against advertising techniques for In the past,” he said, “we 


| Brown & Williamson’s Life cigarets., have occasionally held agencies 
| FTC occasionally has included responsible, but these instances 
agencies in complaints in the past, | have been rather infrequent. 


in guarding against heart attacks 
| and strokes. 


FDA noted that salad oils, short- 
enings, margarines and_ similar) 
products have been resorting to} 
this kind of a promotion theme. It 
said the claim cannot be supported 
by a consensus of scientific opin- | 
ion and that it is prepared to re- 


| gard such claims as mislabeling. 
Ghani | The FDA move is expected to 
|lead to charges of mislabeling un- 


division of International Telephone 
& Telegraph Corp. 


He will be the second IT&T 
executive to move over to RCA 
in recent months. Fred M. Farwell, 
formerly exec vp of IT&T, joined 
RCA in September as vp, market- 
ing. 


s The marketing side of the home 
instruments division will continue 
to be headed up by Jack S. Beldon, 
who is president of RCA Sales 
Corp. Mr. Beldon, formerly man- 
ager of ty set marketing for Gen- 
eral Electric, joined RCA last Feb- 
ruary. 

RCA said the following will re- 
port to Mr. Beldon: J. M. Toney, 
who switches from television 
products vp to vp, market plan- 
ning and product development; R. 
W. Saxon, who switches from ra- 
dio and phonograph products vp 

(Continued on Page 96) 


Twain Will Meat? ... 


Underwood Adds 
Canner, but K&E 
Escapes ‘Conflict’ 


New York, Dec. 8—Agencies 
handling food accounts are finding 
product conflicts increasingly dif- 
ficult to avoid. 

Take Kenyon & Eckhardt, for 
example. The agency this week was 
in the midst of extricating itself 
from what looked like a three-cor- 
nered conflict situation. 

K&E landed the $1,250,000 meat 
account of Wilson & Co. early last 
year. 

This year two of its older clients 
both acquired companies marketing 
lines of meat products. 


# Lever Bros. Co., New York, 
bought Dinner-Redy Corp., a small 
New York marketer of frozen tur- 
key slices and frozen ham slices. 
William Underwood Co., Water- 
town, Mass., deviled ham canner, 
acquired Richardson & Robbins, 
Dover, Del., canner of boned chick- 
en, chicken a la king, chicken fric- 
assee, chicken and noodles, chicken 
(Continued on Page 96) 


HEINZ Baby Cereals| | 
(67) 


NEW—Heinz will promote its re- 
vamped baby food line with 100- 
line ads like this in 167 newspapers 
starting in January, plus support on 
tv and in Sunday supplements. 
Package, size, label and trademark 
as well as recipe are new. Maxon 
Inc., Detroit, is the agency. 


less food manufacturers move 
promptly to abandon blood choles- 
terol as a sales point. FDA’s policy 
statement has also been discussed 
with the medical division of the 
Federal Trade Commission, which 
will recommend it as a factual | 
basis which FTC can use in any 
future complaints against “choles- 


Promotions Next | 


and it sometimes cites individual | 
officers of corporations. But this | s “Now we feel agencies and agen- 
is the first time in the commission's | cy people are often deeply involved. 
| When we investigate cases we are 
|making it a point to determine 
| their role. Where it seems appro- 
priate, the agency and its people 
| will have to account for them- 
selves.” 

Chairman Kintner had hinted of 
WASHINGTON, Dec. 10—The |@ toughening attitude several weeks 
Senate anti-monopoly subcommit- | 48° in a statement announcing in- 
tee’s probe of the drug industry tensified monitoring of tv commer - 
has started with patents and price | “ials. At that time he said investi- 
fixing but is moving closer to a| 84tions would involve all parties 
look into the promotional efforts |W have a responsibility for the 


Senate Probers May 
Look into Drug 


for so-called “ethical” drugs. 
One witness today, Dr. Louis 


| ads. Also, at a conference with tv 
industry leaders last week, Com- 


terol” ads. Lasagna, of Johns Hopkins Medical missioner William Kern advocated 
College, Baltimore, complained | complaints against agencies, con- 
that drug manufacturers are team-| ‘ending that “reformation comes 
ing up with advertising men who| ard on Madison Ave. 


a The statement of cholesterol 
(Continued on Page 93) | 


‘Two Week’ Job Turns 
Into Fulltime Career 
for FTC Attorney Cohn 


WASHINGTON, Dec. 9—The Su- 
preme Court’s refusal Monday to 
rehear the Carter’s Little Liver 
Pill case ends an assignment that 
has come close to being a career 
in itself for Fletcher G. Cohn, FTC 
attorney. 

For 16 years, he has been trying 
o pin down a cease and desist 
order covering ad claims for Car- 
ter’s pills. “Elimination of the 
word ‘liver’,”’ he contends, “is what 
people talk about. But that’s only 
a small part of the case.” 

In May, 1943, he was briefed by 
his superiors in the FTC’s legal 
division on the complaint just is- 
sued against Carter, and its ad- 
vertising agency at that time, 
Street & Finney. 

At 38, his background until then 
was chiefly in  anti-monopoly 
work, but in wartime the commis- 
sion was short of personnel. “You 
can probably clean this one up in 
about two weeks,” said FTC’s 
‘assistant general counsel, Richard 
Whitely. 


a Ultimately, the Carter case de- 
veloped into a classic tug-of-war 
involving conflicting research and | 
testimony by about 40 medical | 
witnesses ranged on both sides of | 
| the case. “All the witnesses were 

| doctors,” he points out. “There 


High Court Edict Ends FTC Saga— 
16 Years with Carter's Little Pills 


“try to sell sows’ ears for silk The complaint which FTC will 
purses.” | announce Monday against Brown 

He contended the industry en-|* Williamson, Ted Bates and Mr. 
gages in a “numbers racket” and Loomis is directed at two ap- 
in “starry-eyed promotion” involv-|Proaches which Life cigarets has 
ing a parade of new “wonder been using currently in newspa- 


flareup among committee), 
(Continued on Page 91) In 


® Gross time sales for the quarter 


drugs” which are introduced as| P's, magazines and on tv. 
prices begin to drop. 
ee ee ee s Two of the four counts involve 
| Nearly 12,000 pages of testimony |" In reply, Merck & Co. called its 4 filter demonstration which pur- 
bounced from tribunal to tribunal | Gibson, to defend its promotion | (Continued on Page 8) 
before the Supreme Court wrote a campaigns. Individual Merck ads | 
“finis’ Monday by upholding a|came up for discussion, and in «Four Join Top 100 
most of the points Fletcher Cohn the statement that a certain drug 
set out to prove. produced “no worrisome side ef- 
Altogether the order covers at fects” might not be true “as of to- | pot pen ers 
least 15 specific kinds of claims. 
Some of the significant ones, ac- A 
(Continued on Page 91) 
Last Minute News Flashes New York, Dec. 9—There were 
four new names among the top 100 
: spot tv spenders for the third quar- 
Mutual Benefit Names Donahue & Coe ter of 1959: American Snuff Co., 
pointed Donahue & Coe, New York, to handle its advertising, effective | Co, and C. Schmidt & Sons. 
Jan. 1. The account was with Charles Dallas Reach Co. for many years.| About one-fourth of the names 
Two years ago it was awarded to Grant Advertising, with Donahue &| were not in the group a year ago. 
Coe the runner-up. It billed around $250,000 this year at Grant and re- Biggest dollar increase came in 
| the automotive category, which was 
Ralston Cereals to Invade Canada; Lovick Named | Pa Gift Pi 
ToRONTO, Dec. 11—Ralston-Purina Co. has named James Lovick & These were among the most in- 
Co., Toronto, to handle advertising for its Canadian grocery products. teresting developments noted in the 
The company will begin marketing its cereals in Canada for the first) third quarter 1959 report released 
on in Vancouver), when its plant at Clarkson, Ont., near Torento, is | of Advertising. 
completed. Thompson-Peterson Ltd. will retain the Purina farm prod- 
ucts account in Canada. Trade sources estimated that Ralston-Purina 
would spend about $800,000 for its grocery advertising the first year. |were put at $133,581,000 on the 
| basis of reports from 342 stations. 
Bat timore, Dec, 11—Officials of Theo. Hamm Brewing Co., St. Paul, | covering 317 reporting stations, to- 
currently are negotiating to buy Gunther Brewing Co., which markets | taled $113,184,000. A comparison 
Gunther beer and ale and Fort Pitt beer. The companies reportedly are | of business on the 291 stations in- 
“close to an agreement,” ApVeRTISING AcE learned at presstime. 


were accumulated and the case research director, Dr. Augustus | ports to show that Life’s new Mil- 
cease and desist order covering instance Dr. Gibson conceded that 
day.” 
Third Quart 
Newark, N. J., Dec. 11—Mutual Benefit Life Insurance Co. has apr | parcolene Co., International Shoe 
portedly will double its advertising in 1960. 
|up 264% over the corresponding 
time next summer (although some Ralston marketing has been carried | this week by the Television Bureau 
Theo. Hamm Brewing Seeks to Buy Gunther Brewery | Third quarter 1958 expenditures, 
(Additional News Flashes on Puge 93) 


| cluded in both quarters showed an 
(Continued on Page 58) 


‘elas - % 485 pre i: cae : : ; i at ake ss hs s ¥ > ame oy} é ‘ fei el Bn 
- * + 
Pome ree ey Rae ee es - ‘ + ee A RR TONEY a 
“ Eee TA SATION AL NEWoe ; i i ; 
= we Ey hi a 5 EF a OL Se ae F 
| _— 
| 
¥ - ‘Fe ? | : 
4 Ss | ~ 
ee | eet 
* . 
€ (*) 3 
_ t & . 3 
ys <7 ao 
} . ey 
| / rah — a : 
5 . Le 
} — &E m 
© | ‘ 
s — 1 process : 
BABY 2 Tester smoother og 
; cereais © Witt not bump or thicken Y 
. | + © Easier to digest ; 
: i & meee d : 
' g Me: : 
: & Te be sere you get Heine : 
. Instant Waby Coreals, hovk for ; 
Po ARTY 
rs | 
br 
. 
3 a 
zs 
2 i ee ee - 
om 
es _ Ss 
ey 
i 
im 
ae 
at 
a 
— 
. . — —— —e —- — EEE 
Be oa 4 -< 7 i . : " a : : sly ee soe egal 5 eee ee Ay a A Mice gene bee re an i Sire) Mee. 2 
nears hs Sie oa + eh tele tary enh og Re 


2 


Follows Ruling on Broadcast Ads... 


New Mexico Exempts National Ads — 
in Dailies from 2% Advertising Tax 


But Ads Placed by 
Agencies in State Are 
Found Subject to Tax 


Santa Fe, Dec. 8—New Mexico) 


newspapers have won an almost 
complete victory in their 


national newspaper advertising. 
New Mexico advertising agen- 
cies, however, were left out in the 
cold. 
The victory came with a com- 
promise agreement between rep- 


resentatives of publishers and of- | 


ficials of the New Mexico bureau 
of revenue on a definition of what 
constitutes national advertising for 
tax accounting purposes. 

With the agreement, attorneys 
for the bureau of revenue dis- 
missed an appeal they had filed 
to the state supreme court, seek- 
ing to overturn a district court 
decision which had held national 
advertising not subject to state 
taxes. 


s Although the dismissal of the 
appeal and the filing of a new 
regulation exempting national ad- 
vertising from state taxes settled 
the long controversy in favor of 


Daytime TV Doomed, 
Critic Forecasts; 
Bernstein Raps FCC 


Cuicaco, Dec. 9—Television 
broadcasting will be cut to four to 
six hours daily and daytime tv 
will be dropped entirely “within 
our lifetime,” it was forecast to- 
day by Paul Molloy, radio-tv crit- 
ic for the Chicago Sun-Times. 

Speaking at a meeting of the 
Publicity Club of Chicago, Mr. 
Molloy contended that there is 
not sufficient material to keep 
television operating as extensively 
as it does today. He charged that 
stations and networks are com- 
pelled to use much mediocre ma- 
-terial because “there is much too 
much television.” 

Mr. Molloy took a swipe at ad- 
men by charging that they have 
lost touch with the public’s taste. 
“Admen live with themselves too 
much, and they don’t bother to 
get outside of their circle to dis- 
cover what kind of tv shows other 
persons prefer,” he said. 

The critic said he felt tv ad- 
vertisers will suffer because of 
the quiz show scandals, and he 
added that the public’s faith in 
television would not return. He 

(Continued on Page 92) 


long | 
battle for state tax exemption for | 


| 
,; the newspapers, publishers were | 
not completely happy with the} 
wording of the definition of ex- 
empted advertising. 

The definition adopted limits 
the exemption to advertising orig- 
|inating outside the state and 
placed by out-of-state businesses | 
or agencies. The publishers had 
attempted to have the definition | 
| broadened to include locally placed | 
|ads of nationally franchised prod- 
(Continued on Page 58) 


Coopers Seeks 
Replacement for 
Henri, Hurst 


Advertiser Will Screen 
Eight Agencies, Aims at 
New Marketing Approach 


I Gig it 
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SHE DIET, SHE DID—Ads like this for 

Diet Delight low-calorie canned 

fruits are running in Coronet, Fam- 

ily Circle, Woman’s Day and news- 

papers through next May. Cun- 

ningham & Walsh, San Francisco, 
is the agency. 


KENOSHA, Wis., Dec. 9—Coopers 
Inc., manufacturer of Jockey brand 
underwear, sportswear and hosiery, 
and Henri, Hurst & McDonald, Chi- 
cago, have ended an 11-year rela- 
tionship by “mutual agreement.” 

The switch was “dictated by the 
company’s need for a new approach 
to its future marketing direction,” 
according to Thomas Brumm, ad- 
vertising manager. He said Henri, 
Hurst would continue to service the 
account, which bills more than 
$750,000, until June 30, 1960. 

The company has invited eight 
agencies, all carefully screened, to 
present Coopers with detailed in- 
formation on their operations, cli- 
ents, financial data, facilities and 
personnel. An undisclosed number 
of “finalists” will be chosen on the 
basis of this information, and they 
will make presentations to Coopers 
the week of Jan. 11-16. The new 
agency will be selected by Jan. 20. 


Despite Losses, 
F&S&R Chicago 


Unit Sees Big ‘60 


No More Accounts to 
Depart: Echols; Present 
Accounts Build Billing 


Curcaco, Dec. 8—In the wake of 
two account losses and a wave of 
resignations here, Fuller & Smith 
& Ross currently is increasing its 
Chicago staff and services and re- 
organizing its operation. 

David H. Echols, vp and manager 
of the F&S&R office, told ApvERTIS- 
ING AGE that the agency would lose 
no more ac- 
counts. Last 
week, Pullman 
Standard, which 
bills an estimat- 
ed $200,000, and 


# An important factor in choosing | 
a new agency will be New York 
facilities, ADVERTISING AGE learned. 
Although Mr. Brumm declined to 


name the eight agencies, AA| Ingersoll Mill- 
learned that five of the eight are ~ ing Machine 
Chicago-based shops, and that the} Co., Rockford, 
other three have Chicago offices. | with billings 

Mr. Brumm stressed that the| of $5 0,00 0, 


eight contenders were carefully se- | 
lected, and that the company is| 
not interested in talking to any die & Briggs 
other agencies. Mr. Brumm, a for- (AA, Dec. 7), 
mer account executive for Camp-| following two former F&S&R ex- 
bell-Mithun, took over the job five | ecutives. 

months ago, succeeding Richard F. All clients have approved their 
Johnson (AA, July 27). # (Continued on Page 58) 


switched from 
F&S&R to Wal- 


David Echols 


CONT 


HOLIDAY SPREAD—Minneapolis-Hone 


Co, will use this three-page spread 


holiday issue of Dec. 28, using 


ywell Regulator 
in Time’s special 
the magazine’s 


double-cover, the second time Time has used such 
a cover. Foote, Cone & Belding, Chicago, is the 
agency. 
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Esty Asks Logs 
in Check on How 


Stations Play Ads 


| New York, Dec. 9—William 
| Esty Co.’s latest request for a com- 
plete week’s commercial log has 
drawn a mixed reaction from sta- 
tions on the agency’s spot radio 
schedule. 

But this was no indication that 
the agency, which is one of the 
biggest placers of spot radio time, 

trarily restrictive” and “compels a| Will have any serious difficulty in 

needless forfeiture of private bus- | getting the required information 
iness interests.” Four of the six | from most of the stations. Even 
independently owned tv affiliates|Teluctant stations have begun to 
represented by NBC Spot Sales | Swing into line because of the 


; +43 : h agency’s firm stand on this issue. 
——— wppering te Ee Esty has reportedly insisted that 
; every station must provide the re- 


3 i i i ill not 
|= NBC and its affiliates are fight- | (uested ingormation oF it wi 
ing by themselves. Columbia) f-ty, which took a similar step 
| Broadcasting System and seven) 4 couple of years ago to reassure 
independently owned tv affiliates (Continued on Page 92) 
represented by CBS Spot Sales 
| forfeited their opportunity to peti- 
| tion for a reconsideration of the 
FCC order. 

In ordering networks out of the 
spot sales field, FCC last October 
took the position that networks 
already have excessive power over CINCINNATI, Dec. 8—Taking issue 
affiliates. It expressed fear net-| with recent press and magazine 
works might apply pressure and_| stories that corporate business gifts 
force affiliates to enter into spot| are high-priced and offensive to 
sales arrangements. the recipient, J. A. McCollum, exec 

NBC’s petition for reconsidera-|vp of Osborne-Kemper-Thomas, 
tion pointed out that there has not| 76-year-old gift and calendar 
been any evidence that networks| house, in a statement released to- 
applied pressure to induce affili-| day, said that corporate business 
ates to enter into spot sales agree-| gift-giving is older than his com- 
ments. NBC said that the commis-| pany. 
sion should have adopted a rule} Mr. McCollum said that the av- 
which prohibits representation if|erage company’s business gift this 
the network uses the threat of dis-| year is priced at $7.20, “a modest 
affiliation or refusal to affiliate in| figure,” and that contrary to re- 
order to secure spot representation | ports that corporate gift-giving is 
rights. on the decline, his company’s sales 

In addition to forcing FCC to volume this year showed an in- 
review its decision, NBC’s petition | crease of 174% over 1958. 
provides a basis for ultimate court| “To associate the time-honored 
appeal in the event the FCC order|custom of distributing modest 
stands. Stations filing supporting | tokens of appreciation for business 
petitions were: WRGB(tv), Sche-|4uring the Christmas season with 
nectady; KSD-TV, St. Louis; KOA- certain incidents involving lavish 
TV, Denver, and WAVE-TV, cicages ty ridiculous,” Mr. McCol- 

mer um said. 
Louisville. # “Of our customers,” he said, 
“99% have nothing more in mind 
Harper-Atlantic Moves in sending out gifts than expressing 

Harper-Atlantic Sales, New| the spirit of Christmas to business 
York, has moved to 247 Park Ave. | friends.” # 


Nylon, Rayon Forces Gird for Bigger 
Ad Battle in Tire Cord Arena in 1960 


NBC Petition Asks 
FCC to Review Ban 
on Nets in Rep Field 


| WASHINGTON, Dec. 8—National 
| Broadcasting Co. and four of its| 
affiliates are making a last-ditch | 
| effort to overthrow an order of the | 
| Federal Communications Commis- 
sion forcing the network to get 
| out of the spot representation field 
for tv affiliates. 

| Ina petition filed with the com- 
{mission last week, the network 
contends the commission order 
forcing networks to stop selling 
spot time for affiliates is “arbi- 


Business Gifts Are 


Modest, 99% Pure, 
McCollum Asserts 


lied Chemical Corp., Chemstrand 
Corp., and E. I. du Pont de Ne- 
mours & Co., have no promotion- 
al organization corresponding to 
Tyrex. They are fighting rayon 
(Continued on Page 46) 


MORE 


Rayonier Joins Tyrex 
Effort; Allied Chemical, 
Chemstrand Back Du Pont 


New York, Dec. 8—New mar- 
keting and advertising techniques 
are being developed as a result 
of the current battle between mak- 
ers of rayon and nylon tire cord 
for control of the $275,000,000-plus 
tire market. 

Since viscose cord was first in- 
troduced in 1935, rayon has cap- 
tured about 98% of the new pas- 
senger car market for tires. But 
nylon, which became available 
after World War II, has become 
a formidable challenger, particu- 
larly in the replacement tire mar- 
ket. 
| A year ago, five of the major 
viscose makers—American Enka 
Corp., American Viscose Corp., 
Beaunit Mills Inc., Courtaulds 
(Canada) Ltd., and Industrial Ray- 
on Corp.—formed Tyrex Inc., a 
non-profit organization, to promote 
viscose cord under the Tyrex name 
and enforce production standards. 


® The nylon makers, of which 
the three major producers are Al- 


RE POWER fx power steering! 


TYREX ADS—During the past year Ty- 

rex advertising has told the viscose 

tire cord story. McCann-Erickson 
is the agency. 


8 ee 
ee | 
— — | a a 
| ae a 
| A ; 
7 _ 
: Po 
fy ; 
~ 
y << ti 
. ¥ 7 
| | f 
e a> 
zz 
‘ ; 
: 
i 
‘ : 
ae i oe | 
et . » es % a 7 / 
EE ROL first step to efficiency...profit.. .economy...comfort ! a : 
SEA) 2 =) eo" t@: } ay { x eS 
: : f ep = Pm! ‘te, OD ‘ ae ini» sitter cmap . . 
Ah. 0 2g : it? oe a Ne 
i | . 1A fg & Me — we © ——S \ | 
ie ae Le J BH - a ‘Pex; iz |. iat. oe\.... 
oe A a ESF : ———J +5 phat te sift (ee ae aE i. 
= ‘ 4 } —" .— : ‘ ny t up tke: Re a. —~< Kos “ 
: 4 aS i ne PoZe~ 
in Aik, We x | | ( ~.ee 7m, : da ne “s HH = 
bi MA ll = S ) 
é ors Se os =e, - a f - par 
ae fs) : ; , 4 1 ee . Rae AB 
‘an cei ee: : : R a> Ee ET . 
we is os Of en Be ae * : *Seeteet & wos domn - ‘= ee a” 
ae } int im few Sacrmnee Maier tee: | ae re 7 ho, a hcp 
ho \\4 MT Rei. SSS SS kf Qe 
ne o ~ “Ai: Ba ears: pO : “ Dp a > 
chy P| I/F : : ke . - - ’ nf 
Be i ‘ i ie Honeywell conan ieee 
pa Sikes ai p— se 
ae a ee gs (H) Fae u Come ig tees = 52 
z _____ ii __ 
ee eee 
to re FT 
:. 5 ; Biss a ey Ee Ie ee, wea mriee ee Ag ae ake bee Rea oon ars Gare re Tee _ ee ea co the ape SNR a ed a nace we et Ih eel Teese 
ng: tem erates lita te ie dae oi ee re) Ne ee ame ee ay =a 


—— 


Advertising Age, December 14, 1959 


Church & Dwight sop 19 
P rint Ads to Tell THE SECRET | Heggie from Gibbons 


Multiple-Use Story BATS 


NEw York, Dec. 9—Church & 
Dwight Co., 


maker of Arm & ! 


Great Idea! | 


DO IT WITH 


(BAKING@ BODA) 


BICARBONATE 


MELTS AL( REQUIREMENTS OF U 5 PRARMACOPOLIA 


BABY 


pe oe 


Hammer and Cow Brand bicar- Wwsth : 


bonate of soda, will launch a new 


advertising campaign in February * 


issues of women’s magazines and 
newspaper Sunday 


ly, Good Housekeeping, Ladies’ 
Home Journal, McCall’s, and This 
Week Magazine. 


In addition, medical, dental and : 
nursing journals and grocery pub- 5 «. 


lications will be used. 

The company will move its ad- 
vertising account Jan. 1 from 
J. Walter Thompson Co. to Charles 
W. Hoyt Co. (AA, Oct. 19). The 
new program represents a media 
change, as the company formerly 
concentrated largely on radio ad- 
vertising. Some radio, however, 
will continue to be used. 

P. F. Curran, vp in charge of 
advertising, said, “From an ad- 
vertising standpoint, our immedi- 
ate problem is to present a multi- 
ple-use picture of Arm & Hammer 
and Cow Brand soda that is inter- 
esting and convincing. 

“Basically, this calls for adver- 
tisements which tell the whole 
story—the description of several 
uses per advertisement rather 
than just one. At this particular 
time, we feel that magazines are 
ideally suited for our objectives.” 


s The forthcoming ads will con- 
tinue to stress themes that the 
company has used on radio, name- 
ly, that baking soda is recom- 
mended as a dentifrice in liter- 
ature of the American Dental 
Assn.; that soda baths are pre- 
scribed by physicians for the 
relief of itching skin, sunburn, and 
that bicarbonate is a cleansing and 
sweetening agent for refrigerators, 
baby bottles and other utensils. + 


Proctor Sets 


$250,000 Drive 
in lst ‘60 Quarter 


Appliance Marketer to 
Use 1,000-Line 2-Color 
Units in 55 Newspapers 


PHILADELPHIA, Dec. 10—Proctor 
Electric Co. will use a national 
newspaper campaign for the first 
time when it starts placing 1,000- 
line, two-color ads in 55 newspa- 
pers in 40 cities the week of Jan. 
ae 

Featuring the theme, “Now is 
the time to buy Proctor,” the drive 
will push the company’s line of 
toasters, irons and ironing boards. 
It will continue through March. 

Proctor, which spent more than 
$1,000,000 in advertising in 1959, 
will put approximately $250,000 
into the new campaign. 

The decision to use newspapers 
nationally, according to William 
Y. E. Rambo, Proctor ad director, 
was based on results the company 
got from nearly $500,000 spent on 
cooperative ad campaigns this 
year. Proctor co-op advertising has 
appeared in all of the 40 markets 
slated for the national campaign. 

Weiss & Geller, New York, de- 
veloped the new campaign, with 
help from the Bureau of Adver- 
tising, American Newspaper Pub- 
lishers Assn., which supplied 
figures showing a higher degree of 
attention value and readership of 
r.o.p. color ads over b&w ads, 
from two newspaper studies. The 

(Continued on Page 96) 


magazines. * 
Media will include Family Week- ! 


} 


BRUSH YOUR TEETH WITH SODA 
Aah your destt ile can tell | 
Incarbonate ol | 


tab Xr he He 


RELIEVE ACID INDIGESTION 
Remember . nla in half gl 
Bicarbonate of ode is one of the pret ; 7 um 
cleansing agents vou can ep 


REFRESH MOUTH AND THROAT | 
se wonithwash daily to cleanse — | 


cmuacn & 
70 Pine Street, New York 5M ¥ 


NEW CAMPAIGN—Church & Dwight 
Co., maker of Arm & Hammer 
and Cow Brand bicarbonate of 
soda, will launch a new campaign 
to spell out the multiple uses of 
baking soda. The baby bath ad will 
run in Baby Talk and Your New 
Baby in February; the dentifrice 
unit will be in the February Good 
Housekeeping. Charles W. Hoyt 
Co. is the agency. 


TV Scandal Points Up 
Moral Deterioration 
in U.S., Green Says 


Tampa, Dec. 8—Investigations 
and criticisms touched off by the 
tv quiz show scandals have re- 
sulted in a “dark passing cloud 
which has cast a shadow of doubt 
and suspicion on all advertising,” 
in the opinion of Truman Green, 
vp of the Tribune Co. and adver- 


| tising. 


\the industrial field. Mr. Saunders 
fand Alex Heggie were 
| presumably to build up the agen- 


... |Odell Leaves Quaker Oats to 
| |Join Keyes, Madden & Jones 


tising director of the Tampa Tri- 
bune and Tampa Times. | 
“Some of the things that have 


Purex, Canada, 
‘Switches Account to 


Toronto, Dec. 10—Purex Corp., 
Toronto, today awarded its account 
to Heggie Advertising, Toronto, 
effective Jan. 1. 

The account, estimated to bill 
$400,000 a year, had been with J. J. 
Gibbons Ltd., Toronto. 


New York, Dec. 


ican public. It is now getting its 
|highly-deserved come-uppance.” 

E. B. Weiss, director of mer- 

In Canada, Purex manufactures |Chandising for Doyle Dane Bern- 
| and markets Dutch cleanser, Dutch |>@ch Inc., brought this message 
[bleach and Sweetheart soap. The |t® the Pharmaceutical Manufac- | 
parent company is located in Los|turers Assn. this week in a talk 
Angeles. vin which he suggested that the 
ethical drug industry take its story 
= The Purex account will be super- | directly to the public. 
vised at Heggie by E. T. (Bud)| The drug manufacturers, 
| Saunders and Alex Heggie, both of |ered here for their annual eastern 
| whom resigned recently from Gib- | regional meeting, were warned by | 
bons. |Mr. Weiss that they are inviting | 

Alex Heggie is a brother of Jack |socialized medicine by miscalcu- 
Heggie, president of Heggie Adver- | lating the rising levels of sophisti- 
cation in the country. 


Up until now the Heggie agency 


has been known as a specialist in|® “Your public has changed intel- 


engaged | 


Pertussin Copy 
‘Libels’ Its Vaporizers; 
Kaz Sues WNEW-TV 


John J. Odell has resigned as New York, Dec. 10—Kaz Mfg. 
manager of consumer and store|Co., maker of vaporizers used 
promotions on all grocery products | in the treatment of colds, has 
at Quaker Oats Co., Chicago, and} served a summons to Metropolitan 
will join Keyes, | Broadcasting Co., operator of 


cy’s stock of consumer accounts. # 


Madden & | WNEW-TV, as the result of a 
Jones, Chicago, commercial being run on the sta- 
Jan. 15 as vp, tion which says that “steam is 


dangerous.” The commercial in 
question is for Pertussin, a cold 
remedy made by Chesebrough- 
| Pond’s. 

| Counsel for the complainant, 
|Harry Starr, told ADVERTISING 
AcE that his client believes that 
copy in the commercial is damag- 
ing to its product and is, there- 
agency’s activi- John Odell |fore, initiating a $1,000,000 libel 
ties in the food suit. Mr. Starr said that the com- 
field, KM&J said. The agency at|mercial also shows a picture of 
present has no major food ac-|a vaporizer which is recognizable 


account super- | - A 
visor and mem- et rT *}. | 
ber of the plans 
board. He will ~— 
supervise the 
National Presto 
Industries ac- 
count, and be 

in charge of the j 


Ar 


counts. | as his client’s product. 
Attorney for Metropolitan, 
es Mr. Odell was advertising|Alan Hartnick, has acknowledged 


manager of Ken-L-Ration pet food| receiving the summons. He said 
and Aunt Jemima products during |that he has 20 days in which to 
part of his 25 years of advertising/|file a response but did not in- 
and merchandising work at Quaker | dicate what that would be. The 
Oats. Ken-L-Ration and Aunt 


| Noting that the doctor is re- 


a 


complaint will not be filed until) 


Drug Makers Court Socialization 
by Underrating Public, Weiss Says 


10—"“The ad- | lectually since the Indian medicine 
vertising business has grossly in-|fakir strummed his guitar,” 
sulted the intelligence of the Amer-| Weiss said. 


Mr. 
“But there are some 
who believe that electronic guitars 
are currently being twanged by 
your industry.” 


regarded today “with something 
less than total reverence and blind 
the merchandising execu- 
tive told the drug men: 

“We have larger and larger num- 
bers of our medical patients with 


gath- | higher education. We have larger 


‘and larger numbers who continue 


to improve their minds. The com- 
mon patient is becoming uncom- 
| monly sophisticated. 

| “The egghead is assuming a new 
position in our society. His very 
|numbers make this inevitable. 
| Once he was a queer—because he 
|was so unrepresentative. Today, 
ithe various degrees of eggheaded- 
|ness are common enough in our 
total population to begin to assume 
somewhat the proportions of a 
norm.” 


es Mr. Weiss went on to cite in- 
(Continued on Page 96) 


Little Change at 
CBS-TV Seen as 


Aubrey Steps Up 


Paley, Stanton Provide 
Policy Continuity at Net; 
Cowan Charges Indirection 


New York, Dec. 10—Forty-one- 
year-old James J. Aubrey Jr. this 
week formally became president of 
the CBS television network, re- 
placing Louis G. Cowan, the creator 
of the “$64,000 Question.” 

This development had long been 
expected. The only surprises were 


Jemima flours advertising is han- 
dled by J. Walter Thompson Co., 
|Chicago; John W. Shaw Adver- 


| Metropolitan has issued its reply. 


Chesebrough-Pond’s had not|#® 


| 


been served a summons, the com- | 


been said in recent weeks and |tising, Chicago, handles Aunt Jem- 


(Continued on Page 91) 


| ima mixes. 


|AGE at press time, # 


Highlights of This Week's Issue 


Radio Corp. of America reorganizes its 
home instruments division and splits it 
into two  functions—operations and 
marketing 


Food & Drug Administration warns busi- 
ness men that they are courting trouble 
by promoting unsaturated fats and oils 
as aids in guarding against heart at- 
tacks and strokes 


Proctor Electric Co. to use a _ national 
newspaper campaign for the first time 
in its history 


Purex Corp. moves its Canadian $400,000 
account to Heggie Advertising from J. J. 
Gibbons Ltd., effective Jan. 1 ...... Page 3 


American Dental Assn. submits three pro- 
posals for stopping false and misleading 
dentifrice advertising 


Columbia Broadcasting System names 
Clark George to succeed H. Leslie 
Atlass as general manager of WBBM- 
, ene Page 6 


Reuben H. Donnelley Corp. names Pliny 
A. Porter publisher of the group of six 
publications purchased from Drug Pub- 
lications Inc. and its subsidiary, Yorke 


a) ak ere Page 8 
Parcel Post Assn. seeks court delay 
of parcel post and catalog rate in- 
CORRE sinsinsinctennumnaimeomesanel Page 14 


Ohio State University study reveals radio 
broadcasters could increase their women 
audience if they aired more conserva- 
tive popular and sweet music and less 
ORG: BING GORD cerimctncmrmnniomionn Page 24 


Save, merchandising magazine, postpones 
debut Page 29 


Aluminum Co. of America will launch 


its second annual $200,000 ‘“‘wagon load" , U. 
contest in January, featuring Rambler 
station wagons, each loaded with $500 
in groceries, as top prizes ............Page 54 


8. district court judge rules that the 
rivalry between the Columbia Basin 
News and the Tri-City Herald was part 
of a bitter competitive struggle, but 
that there was no intent to create a 


Bernard Musnik, former salesman for ES Re NE SRS: Page 84 


Crosley Broadcasting and Ziv Televi- 
sion, forms Regie International to rep- 


Grit says that the small town is the 


resent a group of leading French adver- stronghold of brand loyalty ........ Page 95 
| RARE ea eee Page 54 
Rep. Bob Wilson, of Champ, Wilson, Slo- 
cum, foresees an enlarged role for ad- FIGURES TO FILE 
vertising men in election of political | Ad Volume in Business 
CRI: « sisiticccnionisprerserisnensie Page 62 Publicathoms ccccccccccscccccoceees Page 18 
Glenmore Distilleries says consolidation of | Top 100 Spot TV 
all its brand advertising in one agency | SPENGees oeseserssversereeeseserensree Page 58 
has been successful .................... Page 62 | Videodex Net TV ccc Page 86 
Department Store Sales ... Page 92 
Oregon Journal and Portland Oregonian 
continue to publish a combination daily 


and Sunday newspaper despite the 
strike called by the stereotyper's un- 
ion Page 68 


REGULAR FEATURES 


Advertising Market Place ........... salesaectaes | 


RGOMONE. TAI GG: siiccsrccaevssieossessesevessvessnneseesers i 

Chain Store Age survey reports variety | Along the Media Path ..........:ccccccecc 82 
store chain advertising budgets for 1960 | Coming Conventions ......cccccccccssssssee 22 
po increase by 15% to at we Creative Man’s Corner .. i oto 
csineclgsbbnaetintntas teed bhsaenwtecnitevclbiesnsen! age Editorials ‘ ; ae 
Kenneth Groesbeck, advertising agency | Employe Communications, von 


consultant, discusses the importance of | 
agency image in solving profit prob- | 


Getting Personal ... — 
| Information for Advertisers . 


DOPOD: sckeolbcestaasad tide bedijcsesetciindavickesiecs Page 72| Learning from the Retail Ads 
Looking at Radio and Television ............ 78 
E. B. Weiss discusses the possible | | Obituaries et RR 
comeback of family-of-products im-| gn the Legal Pront . : a ae 
BBO vrrreessserresnerresessnsssnesvsencensenesnnsenses Page 76 On the Merchandising Front . duties 
Elias A. Garcia rejoins Goebel Brewing | Peeled Eye De gt, ..........crcssersrererses ccoverere OM 
Co. as general sales manager and direc- | cc sage Al get ntassovaictccconcenetesinneree = 

ro : csakaisbeeaenbientemialion 

tor of advertising ...........00........ Page 80) | mough Peeots ee ee 12 
U. 8. Council of the International Cham- | Salesense in Ads nie oxen 
ber of Commerce makes plans for an| This Week in Washington sititinnaiinshitiiting: ame 
international drive to improve adver-| Voice of the Advertiser 0. ccm 88 
tising standards and procedures Page $1| What They're Saying ...... inietiasinioiedasias 12 


|pany’s attorney told ADVERTISING | 


Lovis Cowan James Aubrey 


the timing and the manner of ef- 
fecting the change of command. 

The net effect of the shift on the 
country’s largest television chain 
will be minimal, for two reasons: 
(1) Mr. Aubrey has been in charge 
of administering the network for 
some time; Mr. Cowan left Oct. 21 
to go to the hospital for treatment 
of a thrombosis of the leg and never 
came back to CBS; (2) the top pol- 
icy makers at CBS-TV are the 
parent company toppers, William 
S. Paley and Frank Stanton. They 
keep the network moving on an 
even keel regardless of whose name 
is on the door as president of the 
tv network. 

When Mr. Aubrey advanced to 
exec vp at CBS-TV last June, there 
were some repercussions in the 
programming department. The 
longtime programming chief, Hub- 
bell Robinson Jr., and a couple of 
key aides left in this shakeup. But 
the Aubrey team now appears to 
be set. 


e The change in the network tv 
presidency was accompanied by an 
unusual interchange of letters be- 
tween Mr. Stanton and Mr. Cowan. 
(Continued on Page 92) 
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Dentists Ask Law on Toothpaste Ads, 
Urge Advertiser Bear Burden of Proof wt Ce 


New York, Dec. 8—Three pro-|that the present regulatory mech-| to make representations as to the| 
posals for stopping false and mis- |anism is woefully inadequate.” health benefits of their products 
leading dentifrice advertising were| He said establishment of adver-| should not, upon reasonable cause 
recommended yesterday by the! tising codes might be done through) shown, be called upon to substan- 

the cooperation of the FTC or the|tiate these representations with 


of manufacturers. 


American Dental Assn.: 


te ‘ _| Food & Drug Administration with | scientifically acceptable evidence.” 
eral agencies to control “distorted” | manufacturers, Dr. Jeserich said the ADA does 
advertising. | The ADA previously had pro-| not relish being cast “in the role 
| posed shifting the burden of proof | of a ‘watchdog,’ even in a non-of- 
e Establish codes of fair practices|to advertisers, when spokesmen| ficial capacity. But as long as 
for dentifrice advertising. |for the association appeared be-|claims of dentifrice manufacturers 
e Shift the burden of proof of ad| fore the House subcommittee on) flaunt principles of proper dental 
claims “which relate to retarding | !egal and monetary affairs, head-| care which the dental profession 
or curing human ailments” from|¢d by Rep. J. A. Blatnik (D., | knows have established values, the 
the Federal Trade Commission to| Minn.), last year (AA, July 21, /association will continue to perform 
the dentifrice manufacturers. | 58). this watchdog function.” 


s The proposals were made by|® Referring to the Blatnik com-| ® The ADA recognizes dentifrices | 
Dr. Paul H. Jeserich, president of | mittee investigation yesterday, Dr.| solely for their abrasive and de- | 
the American Dental Assn., who| Jeserich said: “What was the out-/| tergent action in cleaning teeth. | 
spoke at the Greater New York|come of the hearings and the) “One after another, we have heard) 
Dental Meeting. committee’s report? I regret to re- | about the ammoniated toothpastes, | 

On the need for more legisla-| port that, with one or two excep-|the chlorophyll preparations, the| 
tion, Dr. Jeserich said, “It has| tions, nothing has been done, and|anti-enzyme products, and now the 
been demonstrated time and again! the public continues to be de-| germ ‘killing’ dentifrices,” the ADA 


Créoea Suzette Aoubftees 


... OLD NEW ORLEANS FAVORITE 


Here's how 
to make it! 


| 


There are three steps in 
the Crépes ritual at Brous- 
sard’s—a sassy sauce, a light 
egg batter and a determined 
meringue. 

Make sauce and store until 
needed. Cream “% cup sweet 
butter with 1 cup sifted con- 
fectioner’s sugar. Flavor with 
rum or a few drops pure rum 
Grate rinds of 1 
medium orange and 1 lemon; 
extract juice & pulp. Com- 
bine with sauce and heat just 
a little to blend it. Add 2-3 
whole cloves. Makes 1 cup. 

Make 4 paper-thin French 
pancakes about 8 inches in 
diameter. Follow your own 
favorite 


extract. 


As served at Broussard’s by Felix Savoy. Napoleon approves! 


WWL-TV. .. New 
New Orleans Favorite 


recipe, but use a 


light egg batter. 


< Fill the centers with 4-5 or 
. . y heaping tbsp. fi il- < 
Among New Orleans’ favorite shows are cs sre te ee eae x 
, yy a-flavored meringue. Fold in ©, 
the ones they see Jive on WWL-TYV. Rang- he half, then again, making a (8 
. . . . . ae 
ing in interest from NEW ORLEANS JAZZ By —striangle. Dust with confec- fe 
to MORGUS BOARD (featured in TV “overs sugar, 
this nage i, our sauce into ing a 
Guide, Nov. 21) to authentic jungle adven- pS did, enemies: tated. Choke 2 
tures on WILD CARGO, WWL-TYV’s > in it. Set in pre-heated 325- Ay 
schedule of 49 live shows per week provides kK) degree oven 10-12 minutes, 
; ; m2 i ‘ 
the perfect vehicle for commercials that a A Chee pelt went 
ag Ae tesaek WN meringue browns lightly. wy 
require a personal touch, wy Carry to table at once. OF 
, >) Pour 1% oz. good brandy Cc 
Ask Katz about the local popularity BE) and ¥% pz. Grand Marnier 
of WWL-TV’s live programs NS) over each. Touch match to 
$4 the dish and _ flame-baste 
yes Crépes a minute or so. Serve 
ke at once on heated plates cov- 
'e' . 
‘es ered with brandy sauce. 
Be 5S Makes 4 gourmets happy. 
ae 
DC) 
9, 


NEW ORLEANS MORE 


Jt hs 


Advertising Age, December 14, 1959 


ceived by the unsupported claims | president said. 


“And one after another, we 


sold with unsupported advertising 
claims. Sadly, none of the products 
has lived up to its advance notice 
through the test of time and use.” 
He said that $230,000,000 was 
spent on dentifrices in 1958—up 
10% from 1957—and that it is 
“alarming to note that during the 
same time, the amount spent for 
toothbrushes was decreasing.” 


® In a paper on the subject of ir- 
ritations, Dr. Valy Menkin dis- 
cussed links between lung cancer 
and cigaret smoking, and argued 
that a victim must possess a 
hereditary predisposition to can- 
cer. Dr. Menkin is a physician on 
the staff of the University of 
Pennsylvania’s Henry Phipps In- 
stitute. 

“Mild irritation produced by 
long years of constant smoking 
would liberate a growth-promot- 
ing factor in slightly injured cells 


| consistently exposed to smoke,” 


he said. “This release of the fac- 
tor would be innocuous unless 
that particular individual contains 
a hereditary factor rendering him 
susceptible to the development of 
cancer. The combination would 
favor lung cancer. 

“Probably obnoxious fumes such 
as one encounters in industrial lo- 
calities would favor the same type 
of development,” he stated. 


‘FIGHT TOOTH DECAY’ 
SAY DENTYNE TV ADS 
New York, Dec. 10—The “second 
step in fighting tooth decay.” 
What do you think this is? A 
sensible diet? A trip to the dentist? 
The claim for a new toothpaste? 


| If you select any of those, you’re 
| wrong. 

This line was taken from the tv 
|sell for the new Dentyne green 
+t pack spearmint gum. Unmindful of, 


| or undeterred by, the fact that the 
whole area of ad claims relating to 


“There is no sound reason,” he| have seen them promoted and|tooth decay has been getting a 


| skeptical going-over by the Federal 
Trade Commission, American Chic- 
le has been pushing its dentifrice- 
like claim in commercials on ABC- 
TV’s “Hawaiian Eye,” “77 Sunset 
Strip” and “Bronco.” 
Supplementing the network pro- 
motion is a spot schedule. Dancer- 
Fitzgerald-Sample is the agency. 


s For people who haven’t caught 
up with the new Dentyne sales ap- 
proach, herewith a recent “Bron- 
co” commercial: 

“Now, refreshing spearmint flav- 
or is captured in a new Dentyne 
chewing gum. It’s new Dentyne 
spearmint, in a leaf green pack, 
with a wonderful new spearmint 
goodness. You enjoy a burst of 
spearmint flavor with the very 
first bite. 

“A flavor that actually increases 
as you chew, and like regular red 
pack Dentyne, new spearmint Den- 
tyne is the second step in fighting 
tooth decay. The first step, of 
| course, is to brush your teeth reg- 
| ularly. The second step, chewing 
delicious Dentyne. 

“Dentyne acts three ways to help 
fight tooth decay. First, tests in five 
leading dental colleges prove, Den- 
tyne removes food particles even, 
a toothbrush often misses. Second, 
Dentyne removes up to 90% of all 
bacterial products in the mouth. 
Third, Dentyne reduces after-meal 
mouth acid. So take the second step 
in fighting tooth decay. Delicious, 
refreshing Dentyne. Regular in the 
familiar red pack, and new spear- 
mint in the leaf green pack.” # 


Illinois Testing to Kreicker 

Illinois Testing Laboratories, 
Chicago, has appointed Kreicker & 
Meloan to handle its advertising, 
effective Jan. 1. Buchen Co. is the 
former agency. 


GREEN THUMB 


s 


-SOUTH’S 


Market 


South. Last year Greensboro 


factor: the Greensboro New: 


79th in 


in Total Retail Sales 


Hustling Greensboro is a market on the go—a must on any 
Gasoline advertising schedule pointed toward the NEW 


burned more gasoline than such 


primary markets as Baton Rouge and Mobile; and tailed 
right behind Charlotte and Chattanooga. A major sales 


s & Record—the only medium 


with dominant coverage in the Greensboro Market and 
selling influence in over half of North Carolina. Over 100,000 
circulation daily; over 400,000 readers daily. 


Write on company letterhead for ‘1959 Major U. S. Markets 
Analysis” Brochure of all 292 Metropolitan Markets. 


Greensboro—Ist Market in the Carolinas— 
the Nation 


greensboro News and Record 


| _ GREENSBORO, NORTH CAROLINA 
| Represented Nationally by Jann & Kelley, Inc. 
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Prudent 
Man 


You know this man. He is likely to be Chairman of the Board or 
fae President of a large business enterprise. 


He regards the large sums of money entrusted to him by his firm’s stock- 
at ke holders as a “trust’’ to be administered with the same prudence, discretion 
2 and intelligence that he devotes to managing his own personal affairs. 


Perhaps it is investing in a new plant. He finds himself vitally concerned 
with so-called “details” that he cannot delegate to others. Where should the 
plant be built? How large? Of what materials? What will it cost? 

To “The Prudent Man” investment in advertising, too, is another “trust.” 
And he’s often conscious that each year it may be just as big an investment as 
anew plant. The details of an advertising portfolio, therefore, call for just as 
much careful attention — particularly in the choice of media. 


The Prudent Man knows that today the opportunities of investment in 
television are very great—even though the risks are great also. 


He knows that when television clicks, it can deliver enormous audiences. 
Its combination of sound, sight and motion can have terrific impact. 


Yet he knows that television is ‘show business” and, therefore, subject to 
the fickleness of ever-shifting public tastes. What, for example, were his 
thoughts last November when an authority on television programming pre- 
dicted that about half the nighttime networks shows “will die” and will not 
be on the air the next TV season. As it turned out, the prediction was high: 
The actual casualty rate was 41% 


While The Prudent Man accepts the risks of television — just as he accepts 
the risks inherent in the more speculative common stocks — he recognizes the 
increased importance of diversifying his advertising investment with the 
“blue chip” media of print. 

He may wonder: “Are we being prudent in the balance between specula- 
tive investments in TV as compared with the assured return of print?” 


He will know... 
. that print is the most stable of all advertising investments. 
. that leading magazines and newspapers are the “blue chips” of print. 
. that with THIS WEEK Magazine as a basic investment, his firm’s adver- 
tising portfolio is soundly structured with the biggest “blue chip” of all. 


“The Prudent Man” 1830—1959 


129 years ago, in a famous court decision’, the principles of “The 
Prudent Man” were first defined—the obligations of the trustee of other 
people’s money. “... he is to observe how men of prudence, discretion, 
and intelligence manage their own affairs not in regard to speculation, but 

. considering the probable income as well as the probable safety of the 
capital to be invested.” Today, there is no better guide for The Prudent 
Man in reviewing his firm's portfolio of advertising investment. 


John McClean vs. Frances Amory, Trustee. Supreme Judicial Court of Massachusetts. 1830 


This Week — the Biggest ‘Blue Chip’'of all- 
~—eaearine—————~ circulation more than 13,000,000 


aa 


i The Keystone of Prudent Advertising Investment 
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KNXT's George 


Named to Succeed St 


Ailass at WBBM 


Cuicaco, Dec. 10—Columbia 
Broadcasting System has named 
Clark George, 
manager of KNXT, Los Angeles, 
to take over as general manager 
of WBBM-TV, Chicago, Jan. 1. 

He will succeed H. Leslie Atlass, 
who will retire Dec. 31. Mr. Atlass 
reached 65, the retirement age, 
last month. 

Replacing Mr. George in Los 
Angeles will be Robert Wood, now 
sales manager of KNXT. Both 
stations are owned and operated 


by CBS. 
Mr. Atlass, a pioneer in the 
broadcasting industry, founded 


WBBM here in 1922 with his 
brother, Ralph, now general man- 
ager of WIND, another Chicago 


vp and general | 


- - 


Clark George 


H. L. Atloss 


radio station. 

WBBM became a CBS outlet in 
1928, when the network was just 
a year old. When Mr. Atlass sold 
the station to the network in 1933, 
he was named vp and manager in 
charge of the CBS western divi- 
sion (a title which was later scut- 
tled). The station at that time was 
a highly lucrative operation, and 
Mr. Atlass’ contract with the net- 
work was said to have given him 
virtual autonomy in Chicago. 


® Despite efforts in New York 


from time to time to do something | 


about it, Mr. Atlass apparently ran 
|his own operation without neces- 
| sarily conforming to the CBS pat- 
| tern. 

With the advent of television, 


radio and tv operations, and was 
named vp and general manager of 
WBBM-TV when that station was 
‘acquired by CBS in February, 
1953. Ernest E. Shomo is vp and 
general manager of WBBM radio. 

Clark George has been station 
manager of KNXT since 1956; he 
was appointed vp and _ station 
manager last June. He joined CBS 
in 1946 as a member of the sales 
staff. # 


Heldenbrand Joins WRCA 

Page Heldenbrand, formerly 
head of audience promotion at 
WMGM, New York, has been 
named manager of advertising and 
promotion at WRCA, New York, 
replacing Michael Lannon, who 
has joined the promotion depart- 
ment of This Week Magazine (see 
story on Page 52). 


Mr. Atlass was responsible for both | 


Advertising Age, December 14, 1959 


Broadcasters Get 
Code Religion as 
Quiz Fires Burn 


WASHINGTON, Dec. 10—Broad- 
casters set up machinery for their 
own self defense this week, as 
spokesmen for religious, education- 
al, “listener” and other interests 
|offered the Federal Communica- 
tions Commission a variety of sug- 
gestions for dealing with the indus- 
try’s problems. 

Having tightened up its tv code 
last Friday, the National Assn. of 
Broadcasters intensified its efforts 
this week to recruit additional sta- 
tions into the code fold and an- 
nounced its intention of tightening 
and promoting the all-but-forgot- 
ten radio standards of practice. 

During the week, NAB directors 
have been making a telephone sales 


“That’s right—IEN has raised its circulation 
but not its rate!” 


“That's right — IEN has raised its cir- 
culation but not its rate!” 


your advertising message before — 
¢ 77,017 men 


Yes, it’s true! Despite a circulation 
increase of 3,764 over the June BPA 
audited statement of 73,249 . . . and de- 
spite the continually increasing cost of 
publishing — 

Industrial Equipment News plans no rate 
increase for 1 

Comparatively speaking, this means that 
IEN is a better buy than ever before. 
It means that every month, you can place 


* in more than 40,000 plants 
* in all of the 452 
manufacturing industries 

— and still for only $185.00 per insertion. 
This i is less than the comparable rate in 
any “similar” publication. 
Why not send for our recently revised 
nine section media data file — it gives you 
a detailed analysis of readership. 


good for selling... because it’s used for buying 


Industrial Equipment News 


461 Eighth Avenue, New York, N. Y. 


Thomas Publishing Company 


pitch to recruit code members, and 
NAB President Harold Fellows has 
bombarded non-members with a 
night letter telling what experts 
like FCC Chairman John Doerfer 
and Senate commerce committee 
chairman Sen. Warren Magnuson 
(D., Wash.) have said about the 
code. 


s By this afternoon, NAB reported 
code membership had reached 295 
from 271 two weeks ago. Altogether 
there are about 525 commercial tv 
stations on the air. 

NAB announced that the radio 
industry’s standards of good prac- 
tices committee is to meet here 
Dec. 16 to tighten up the radio 
standards. 

As a key move in its effort to 
meet rising criticism of the indus- 
try, NAB this week designated a 
12-man task force of industry ex- 
ecutives and staff experts as a gen- 
eral staff to deal with ethical and 
legal issues facing the industry. 
Broadcasters on the committee, 
all members of the NAB board of 
directors, are: F. C. Sowell, vp and 
general manager, WIAC, Nashville, 
Tenn.; G. Richard Shafto, exec vp, 
WIS-TV, Columbia, S. C.; Merrill 
Lindsay, exec vp, WSOY, Decatur, 
Ill.; Dwight W. Martin, chairman of 
the board, WAFB-TV, Baton 
Rouge, La.; Daniel W. Kops, presi- 
dent, WAVZ, New Haven, Conn., 
and Clair R. McCollough, president 
and general manager, Stenman 
Stations, Lancaster, Pa. 


s Part of the story of the indus- 
try’s public service was contrib- 
uted this week by spokesmen for 
religious and businegs groups who 
were among the lead-off witnesses 
at FCC’s forum on the broadcast- 
ing industry’s regulatory problems. 
Spokesmen for such groups as 
American Medical Assn. and the 
Assn. of Better Business Bureaus 
expressed appreciation for the 
fairness of most broadcasters and 
the efforts of self regulation which 
have been made. 

- Nevertheless, like spokesmen 
for religious and other groups, they 
generally agreed that FCC ought 
to provide clearer supervision over 
its licensees. 

Victor H. Nyborg, president, 
Assn. of Better Business Bureaus, 
said a nationwide survey shows 
stations in most markets cooperate 
wholeheartedly with better busi- 
ness bureaus. In other communi- 
ties, he reported, cooperation is 
almost non-existent. 


# During four days of hearings 
this week, FCC listened to about 
half of the 68 individuals and 
organizations who want to dis- 
cuss the industry’s problems. Most 
industry witnesses probably will 
not be heard until after the New 
Year. 

Suggestions covered a full range, 
from pay tv to the creation of 
advisory committees composed of 
prominent citizens who would 
evaluate the industry’s perform- 
ance. William F. Buckley, editor 
of National Review, visualized the 
ultimate creation of pay-tv service 
as the only practical “emancipa- 
tion from the dictatorship of Madi- 
son Avenue.” 

Religious witnesses tended to see 
radio-tv’s problems as a reflection 
of the nation’s moral climate. 

Chairman John Doerfer fre- 
quently asked witnesses how FCC 
could go into programming with- 
out bogging down into censorship. 
To listener groups, which com- 
plained about violence on tv, he 
cited the fact that “Hamlet” has 
more violence in it than one is 
likely to see in any Western. # 


‘Montreal Gazette’ Names Two 
George S. Willcocks, Ontario 
manager of the Montreal Gazette, 
has been named assistant director 
of advertising with headquarters 
in Toronto, and William F. Buckle 
has been named manager, general 
advertising department. 
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Remember the chap who kept shouting 
“Excelsior!” and climbing blindly higher and 
higher? Well, he reached the peak, but he 
wasn’t exactly in shape for any sort of a 
summit meeting. They found him dead on 
the mountaintop in the morning. 

That’s one way of getting there. When a 
magazine tries a helter-skelter, hit-or-miss 
run for its life like that, it’s called forced 
sales. Circulation climbs, all right, but it’s 
partly because of whoop-de-do and ballyhoo, 
and it’s hardly a sure-footed way to travel. 
Meanwhile, who’s bringing up the arrears? 

There’s another way to get up in the world, 
and that’s (enter the hero) the Post way. 


The Saturday Evening | 


ways 
to climb 


mountain 


We’re pleased as — pardon the expression — 
Punch that Post circulation continues to 
Surge up, up, up. (We’ve already delivered 
next July’s new rate base of 6,250,000 copies!) 
But the thing that’s really got us yodeling is 
the way we’re getting up there. Post growth 
is natural growth, rising out of editorial vital- 
ity and natural reader demand. That’s by far 
the best way to climb up top, among the edel- 
weiss. And only the Post can make this king- 
of-the-mountain statement: 

In paid-for, hard-money circulation (no 
arrears), the Post is the number-one general 
weekly! (Check your ABC and see!* ) 

*ABC Publishers’ Statements, June 30, 1959 


A CURTIS MAGAZINE 
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Bates, Account 
Exec Cited in 
FTC Complaint 


(Continued from Page 1) 


licel Super filter results in less 


tar and nicotine than others. In the | 
demonstration, a liquid is poured | 
containing 


into two tubes, one 


Life’s filter, the other containing | 


another filter. In the tv demonstra- 
tion, and in the drawing used in 
print ads, the competing filter 
breaks and most of the liquid 
passes, while 
the liquid without breaking. 

The complaint does not make 
any allegation with respect to the 
comparative effectiveness of the 
Life filter, but it contends the 
demonstration does not prove 
what it purports to prove. FTC 
sources explained that ability to 
absorb a liquid does not neces- 
sarily prove ability to absorb tar 
and nicotine from smoke. 


es The other two counts involve 
a newspaper ad which appeared 
here this week, headlined: “New 


filter cigaret ratings on file with| 
the U. S. government.” FTC said | 


this ad implies that Life cigarets 
are indorsed by the government 
or that the smoke of Life has been 


found by the government to be 
lowest in tar and nicotine com- 
pared with other cigarets. The 


commission said neither implica- 
tion is true. 

The complaint points out that 
Bates is the agency for the re- 
spondent and that Mr. Loomis is a 
vp and account executive, and “in- 
sofar as the allegations of this com- 
plaint are concerned, was respon- 
sible for, active in, the practice of 
said respondent. 

“In the course and conduct of its 
aforesaid business and for the pur- 
pose of inducing the sale of its cig- 
arets and related products, Brown 
& Williamson Tobacco Corp. has, 
with the aid and direct participa- 
tion of respondent Ted Bates & Co. 
and David Loomis, made certain 
statements, representations and 
pictorial presentations with respect 
to the filters of their cigarets in 
advertising, in magazines and 
newspapers of national circulation 
and by means of radio-tv broad- 
casting,” FTC says. 

Attached to the complaint are 
three exhibits. Two are tearsheets 
of newspaper ads. The third con- 
sists of the scripts of two Life 
cigaret commercials, on Ted Bates 
letterhead. The scripts are dated 
Nov. 21, for use on the CBS-TV 
show, “Mr. Lucky.” 


® Charles Granday, assistant FTC 
general counsel, who drafted FTC’s 
advertising guides for the tobacco 
industry, told ApverTISsrNG. AGE to- 
day. that the complaint should not 
be regarded as a breakdown in vol- 
untary cooperation .between the 
commission and the tobacco indus- 
try. 

“We are meeting with cigaret 
people and solving problems every 
day,” he said. “There have not 
been any real impasses.” 

In this case, he said, the com- 
mission is concerned with issues 
not necessarily related to tobacco, 
which are particularly sensitive 
points in the current enforcement 
program. 

“The issues raised here-—decep- 
tive demonstrations and implied 
government endorsement—are not 
the kind of issues we deal with 
under the tobacco advertising 


Life’s filter absorbs | 


New Filter Cigarette Ratings. 
On File With U.S. Government 


| New Cigarette 
| New Tar and Nicotine Determinations — a = 
, ar, Nicotine 
of Filter Cigarettes 
8 Washington, D. C.: The United 
MG. TAR MG. NICOTINE States Government has just 
PER CIG PER CIG. received a special yo which 
shows that a new filter ciga- 
| Brand Y (King)........ | are 17 rette— today’s new Life ens 
achieved the least tar an 
Brand U (King)........ 4 ee 16 nicotine ever attained. This 
report, filed with the govern- 
Brand T (King)........ | ee 17 an in the public interest, su- 
Brand S (King)........ ees FS persedes all previous ratings. 
eves Le _N 
Brand R (Long). ++ 18.8. .......14 iiome rt tan ane, 
ractice, the table shown at 
Brand Q (King)........ ae 13 peaotice, amen Tanna 
Brand P (King)........ 7 ee 14 cept the one lowest in tar and 
nicotine— new Life. One of the 
Brand O (King)........ Be cexeers 13 scientists who developed nw 
Life, Mr. Thomas Wade, sai 
Brand N (King)........ RS eae 1.2 eed ae Me we 
Brand M (King)........ ts Gide axes 13 “This new advance was largely 
due to ove factor — the super- 
Brand L (King)........ 14.6........ 1.3 poe be Millecel Filter de- 
veloped for Life Cigarettes. 
Brand K (King)........ 13.9........14 With this new filter, Life has 
Brand J (Long)....... a 1.0 been able to echiove the least 
tar and nicotine of any ciga- 
Brand | (King)....... a 0.5 retie made, as wwe by = 
filter ratings on file with the 
Brand H (Long)....... 12.2 nica San U.S. Government.” 
Brand G (Long)........ 7 Pe, Report to Government Welcomed 
| Life has set a new standard of 
Brand F (King)........ ae tar and nicotine reduction. 
Life scientists have also de- 
Brand E (King)........ 10.5........08 veloped new taste enrichment 
which delivers full flavor 
SHED GUND, +..+.+. OD. voveees 09 never before possible in a fil- 
Brand C (King)........ See 0.5 ter cigarette 
Smokers, acting on the new 
Brand B (King). ....... 6.8.. . 0.8 ratings filed with the U_S. 
Pee ee ee oars . err Government, are changing to 
om ad os new Life for the least tar 
and nicotine in history. 
©1059, Brown & Williamson Tobacco Corp. 


TISING AGE today that “everything 
my company has said in its adver- 
tising has been factual; it was open 
and aboveboard, or I, as president, 
would never have let it go on the 
air.” 

Mr. Cutchins said that while he 
understood the FTC planned to 
serve him with a complaint, it had 
not been received “and we don’t 
know what'’s in it.” 

He said that several months ago 
the FTC requested Brown & Wil- 
liamson to file its findings on the 
nicotine and tar contents in Life 
cigarets “and on all advertised 
brands.” 


s “We told the 
couldn’t do that,” said Mr. Cutch- 
ins, “because it would mean the 
purchase and installation of addi- 
tional equipment and more scien- 
tific people. 

“Then the FTC came back with a 
much shorter list of cigaret brands 
and requested that we study them. 
We decided to go ahead on this list. 
And we did. 

“The FTC's request for _ these 
figures did not contain any'restric- 
tion; they didn’t tell us mot to use 
them in our advertising, and when 
we supplied the figures we.did so 
with no malice aforethought; we 

had no ideas then about using them 
| in our advertising. 

“Our commercials have not im- 

| plied or insinuated that the figures 

| were approved by the U. S. govern- 


government we 


|ment; they only mention the fact) 


|that we filed the figures. If the 
public goes away with any other 
| idea, then I don’t understand it.” + 


Hill Moves to EWRR 
H. K. Porter Co., Pittsburgh, has 


‘|appointed Erwin Wasey, Ruthrauff 


|& Ryan, San Francisco, to handle 
advertising for Hill Transformer 
Co., San Carlos, electrical trans- 
former manufacturer recently ac- 
quired by Porter. Hill has been 
serviced by Sturges & Associates 
for the past four years. EWRR 
also handles the Porter account 
and 12 subsidiaries from its Pitts- 
| burgh office. 


guides,” he said. “They are prac- | 


tices which could arise in any in- 
dustry, and they are being treated 


| LEN Boosts Zeltner 
Herbert Zeltner, vp and assist- 


as they would be, regardless of|ant media director of Lennen & 


where they occurred.” 


| Newell, has been appointed di- 
rector of media for the agency, 


® William S. Cutchins, president of | succeeding Anthony Depierro, who 


Brown & Williamson, told Apver-! resigned 


Commission System 
‘Aids Small Accounts, 
Dotted Line Club Told 


| CuicaGo, Dec. 8—Two agency 
|executives yesterday vigorously 
| defended the 15% agency com- 
|mission system at a meeting of 
the Chicago Dotted Line Club. 

The speakers were Harvey Scrib- 
ner, president of Russell T. Gray 
Inc., and H. E. (Woots) Orwig, 
senior vp of Buchen Co. 

Publishers have said that the cost 
of soliciting advertising would be 
far greater if the 15% commission 
| were abolished, Mr. Scribner said. 
| He added that most publishers pre- 
|fer the 15% system, and he main- 
|tained that this system has been 
responsible for the growth of the 
industrial advertising field. 


® Pointing out that many busi- 
ness publications did not allow 
commissions to agencies some 30 
to 40 years ago, Mr. Scribner as- 
serted that business paper pub- 
lishers decided to allow 15% com- 
missions because of the growth in 
importance of agencies. 

Mr. Scribner deplored the small 
profit margin enjoyed by agen- 
| cies as compared with other busi- 
nesses. Despite this, he said, agen- 
cies hire talent which cannot be 
afforded by the ad departments of 
companies and publications. 

Mr. Orwig charged that some 
large advertisers have been pres- 
surizing publishers to scrap the 


| 15% commission system. He said 


|that such a move would benefit | 


{the larger advertisers but would 
hurt the medium and smaller ad- 
|vertisers. + 


Kraft Gets Patent Suit 

Settlement of $1,000,000 
| Dairy Products Corp., Chicago, has 
| settled its patent infringement suit 
against Borden Co., Chicago, and 
De Laval Separator Co., Pough- 
keepsie, N. Y., for $1,000,000. The 
suit alleged that Borden infringed 
on a patent covering a method of 
making cream cheese and that De 
Laval made machines for Borden. 


Barret Chemical to Palm 

Barret Chemical Products Co., 
Shelton, Conn., has appointed 
Charles Palm & Co., Bloomfield, 
Conn., to handle its advertising. 


Kraft Foods division of National | 


Advertising Age, December 14, 1959 


Rehbock Cutsinas | 
Graft Waltzes with 


Dale Dance Release 


| New York, Dec. 8—Harry W. 
|Graff Inc., New York, today an-| 
nounced it had been appointed to 
handle print media for Dale Dance 
Studios, New York, second in dance | 
dollars only to Arthur Murray. 

But the press release—some six | 
months behind Graff’s actual ap-| 
pointment—unfortunately coincid- | 
ed with a decision by Dale to move | 
to Rehbock Advertising. 

Rehbock indicated it had been | 
| “officially” appointed by Dale yes- | 
| terday to handle the account, which | 
is expected to bill between $100,000 
land $150,000 in 1960. A letter from 
Edward Herold, new president of | 
Dale, to Rehbock, confirming the | 
|appointment, has been received, 
the new agency said. 

Mr. Herold replaces the late) 
|Murray Dale, founder of Dale} 
| Dance Studios, who died of a heart | 
attack Sunday. He was 53. 


s Rehbock indicated that newspa- 
pers and car cards will be used 
initially to push Dale, which has 14 
studios in the New York metropol- 
itan area and 25 in major cities 
around the country. 

Dale spent approximately $300,- 
000 in advertising in 1959, accord- 
ing to Robert Blanke, general man- 
ager. Two-thirds of that figure was 
in radio and tv, handled by Wm. 
Warren, Jackson & Delaney, New 
York, which will continue to han- 
dle Dale’s radio and tv. 

Graff, which had actually been 
appointed by Dale last May, simply | 
“procrastinated” in making the an- 
|nouncement, it said, and indicated | 
| today that it was unaware of Dale’s 
|switch to Rehbock. # 


‘NF L Enterprises 
‘Set to Merchandise 
Pro Football Label 


| BEVERLY HILLs, Dec. 10—Nation- 
al Football League Enterprises has 
been formed by the 12 teams of the 
professional football conference 
to serve as a licensing organiza- 
tion for brand name merchandise. 
| Licensees wiil use the symbol of 
NFL and emblems of the 12 teams. 
The licensing operation will be a 
division of Roy Rogers Frontiers 
Inc. Larry Kent, vp and general 
manager of the Rogers company, 
|which over the past. eight years 
has licensed merchandise averag- 
ing an annual retail gross of $30,- 
000,000—will function in the same 
‘capacity for the new division. 
| Louis A. Banks, New York, will be 
vp in charge of sales promotion. 
s The complete program will be 
formally introduced during the 
National Retail Merchants Assn. 
|!econvention in New York in Jan- 
juary by the NFL committee for 
‘merchandising. Members of this 
committee include Pete Rozelle, 
Los Angeles Rams; George Halas, 
Chicago Bears, and Carroll Rosen- 
| bloom, Baltimore Colts. 

In addition to athletic .equip- 
|/ment for youth, NFL Enterprises 
| will license sportswear, accessories 
| for adults, home furnishings, jew- 
elry, giftware and stadium acces- 
| sories. A special blazer for each 
team will be available to season 
|ticket holders (about 325,000 na- 
| tionally) exclusively. 

| A coordinated consumer adver- 
|tising program is being planned to 
|eoincide with the start of the 1960 
\football season and during the 
Christmas selling period. Honig, 
Cooper, Harrington & Miner, Los 
Angeles, agency for Roy Rogers 
Frontiers, will also handle NFL 
Enterprises. # 


\‘American Fabrics’ Adds Unit 


American Fabrics, New York, 


New York book publisher. 


Agency, Ex-Exec 
Embroiled in Suit 
Over Ex-Account 


New York, Dec. 10—A New 
York agency—Lampert Agency— 
and a former account executive of 
that agency—Herbert A. Kuscher 
—are embroiled in suits and count- 
er-suits here. 

Although legal action was initi- 
ated last April, the case came to 
light only this week when a New 
York supreme court judge re- 
served decision on a petition by 
Mr. Kuscher’s attorney for a sepa- 
rate trial by jury on some of the 
issues involved. 

The agency is suing Mr. Kus- 
cher for $80,000 damages and asks 
he be enjoined from soliciting cer- 
tain accounts. Mr. Kuscher, in 
turn, is asking $65,000 damages, 
including $10,000 on an assault 
charge. 


= The papers filed in court show 
that Mr. Kuscher joined Lampert 
June 23, 1958, as an account exec- 
utive, bringing with him the FR 
Corp. account. Mr. Kuscher had 
been advertising manager of the 
maker of photographic equipment 
until then. FR had empowered Mr. 
Kuscher to seek an agency to re- 
place Wexton Co. and authorized 
him to join as an account executive 
whatever agency he selected. 

Mr. Kuscher left the agency 
April 14, 1959, and the account 
left three days later. Mr. Kuscher 
joined Kameny Associates at that 
time and is presently an account 
executive with Adams & Keyes. 
The FR Corp. account is now at 
E. T. Howard Co. 


s Lampert alleges Mr. Kuscher 
conducted “a studied campaign to 
purposely neglect the FR account” 
to induce dissatisfaction and per- 
suade FR to cancel its contract. 
They also allege he solicited ac- 
counts that joined the agency 
while he was employed, plus some 
others, which, according to a de- 
position by Mr. Kuscher, the agen- 
cy has never had. 

Lampert seeks restraints against 
solicitation by Mr. Kuscher of the 
following accounts: Central Con- 
veyer Co., Ednalite Optical Co., 
Fanny Farmer, Dynacolor, Conti- 
nental Arms Corp., Petri Camera, 
Kuri Bayashi Camera Industry, 
Agfa Inc. and Electro-Sonic Labs. 

Mr. Kuscher’s counter-suit al- 
leges that Lampert failed to prop- 
erly service the account, as a 
result of which he lost control of 
it; that Lampert breached his em- 
ployment contract, and that Mill 
Roseman, exec vp of Lampert, 
assaulted him on April 14 while 
Mr. Kuscher was in his (Kus- 
cher’s) office “to obtain personal 
papers lawfully belonging to him.” 


Porter Is Named 
Donnelley Publisher 


New York, Dec. 10—Reuben H. 
Donnelley Corp. has named Pliny 
A. Porter publisher of the group 
of six publications purchased from 
Drug Publications Inc. and its sub- 
sidiary, Yorke Publishing Co. (see 
story on Page 29). Mr. Porter 
formerly was general sales and ad 
manager of the Yorke group of 
publications. 

Mr. Porter will work under 
E. A. O’Rorke, vp of Donnelley’s 
magazine publishing division. 
W. T. Wisotzkey, president of 
Drug Publications, will remain 
with the Donnelley organization 
until the changeover has been 
completed. # 


Bottfield Gets Beauty Job 
Philip M. Bottfield, formerly 
with Benton & Bowles, has been 


has acquired Hedgehog Press Inc.,| appointed executive director of 
Miss Universe Beauty Pageant Inc. 


yt ene 2 ’ ; : aa eee : oie ef 5 Oe bd ren a B= - let 
iy a ee Weep pe t E 4 - i a me ae: s wrt = 7 ? Nine rer Ratpeeess Maye Pe re 
; a : 5 a : 
: +P OR RN AR 
; 
: a 
iy 
iG 
ee 
7 
fe } XK 
3 
| ‘ 
| at 
} 
ee a 
ts wie 
re 
ey 
: ae 
i? Ni, 
; . 
es - 
; } j 
sor | = 
ve ‘ 
a : 
pee 
eer i 
Wig b 
ki ‘ 
“4 
Ba, 
, : 
so 
ant z 
cane 
eat . 
> ae 
‘ Pp 
i Po | 
Oe a 
pero? 
ory 
at 
4 jet 
Ag , 
ie: F 
288 
) 
Spe 
; 
ic 
Sh 
be 
he oe 
Yet 
cit a 
aie 
ce Po 
aieen 
aha 
i 
te 
aa 
Nhe 
ee 
a es 
sires ee a 
SS 
peat 
me 
cite ae Pe 
ay ed 
ae 
sci 
ee 
eee e 
Cle fis < 
Be. eh ee se : Seg Sn Fae ciao 23 Te eR eae eh ee eg , eceie™ O  A Sa amt Se I ty a ihe Ne Gs = aig ee hae! «| ic, ees Pe cat ws Fathi = as - ‘ ; 
ei oat en ae) tne I ag MR erik ena ms ah ee 
Reuehetee 
ie, ee ee 


So much is said 


When a picture says it all 


TO TELL its selling story, Chevrolet uses a modern medium—color 
photography by the Kodak Ektacolor System. From a single nega- 
tive, a choice of print, transparency, or black-and-white, all of 
which reproduce beautifully. From the same negative, too, R.O.P. 
separations, when, as and if they are needed. 

What flexibility for a system which so enhances the stature 
of illustration! 


EASTMAN KODAK COMPANY « Rochester 4, N.Y. 


Photography and Ektacolor Prints by TODD WALKER 
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Fite Soon 


Cae. 


WIBW-TV SATURATES TOPEKA 


and provides the ONLY good signal in a100,000 TV HOME AREA! 


Survey-Proved WIBW-TV TOPS ALL COMPETITION. 


WIBW-TV — CBS, NBC, ABC — Channel 13 — TOPEKA, KANSAS 


(Division, Stauffer-Capper Publications) 
REPRESENTED BY AVERY-KNODEL, INC. 
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GE Names Feldman, Lindholm 
General Electric Co. has named 
Bernard A. Feidman manager of 
sales planning and promotion of its 
user industries sales office, Pitts- 


TOPEKA has 1 TV Station... 9, dure sna’ nas appointed a. 


Lindholm manager of advertising 
and sales promotion for its meter 


| “ division, Somersworth, N. H. Mr. 
aed LJ Feldman formerly was manager of 

. 7 e * ° : 
=] is it marketing administration and per- 


sonnel development for GE’s indus- 

try control department, Roanoke, 

Va. Mr. Lindholm was manager of 
_ advertising and sales promotion for 
© |GE’s Empire district. 


Serving All Day... Any Day...a total of 226,850 TV homes in 38 rich Kansas counties. ' McCann, Chicago Names Two 


John Vollbrecht has returned to 


| Erickson in an executive creative 
'+\capacity. Mr. Vollbrecht left Mc- 
* Cann-Erickson in 1956 to join Cun- 
ningham & Walsh, Chicago, as a vp 
and creative director. McCann- 
Erickson also has named Clair Cal- 
SB Ss -lihan Jr., formerly with Earle 
ie Ludgin & Co., a radio and tv pro- 
duction supervisor in Chicago. 


) ionee 


Oklahoma City Retail Sales Up 69% 


Retail sales in Oklahoma City spurted to $573 
millions in 1958, a gain of 69% in ten years, ac- 
cording to preliminary reports of the Census 
Bureau's 1958 national retail trade survey. Na- 
tional average sales gain for the period was 48%. 


That Oklahoma City in 1959 is 
maintaining that strong growth pace 
is proved by the Federal Reserve 
Board’s weekly survey of depart- 
ment store sales. This report shows 
Oklahoma City’s sales are up 7 per- 
cent for 1959 through the week 
ending November 7. This would 
mean that currently sales here are 
running at an annual rate of more 
than $610 millions. 


o! 
* shows 


Growl ng, Too 


Circulation ner's Statement 


The Census Bureau's 1958 report listed Okla- 
homa City a strong sixth among 12 growing south- 
ern Metropolitan areas that are leading the nation 
in sales increases. The 1958 total of $573 millions 
moved Oklahoma City into 50th place among the 
nation's Metropolitan areas. 


Are your sales in Oklahoma sharing in this 
growth? Get growth in your sales — with a solid 
selling campaign in The Daily Oklahoman and 
Oklahoma City Times. These papers give you a 
daily combined circulation equal to 54.1% of the 
households in their prime 58-county marketing area 
of Oklahoma where 68% of the state's retail sales 
are made. Sunday circulation covers 47.4% of 
the households in the same wide area. 


eee THE DAILY OKLAHOMAN 


combined ciree 


total Sundoy 740, 753 uP 508s 


circulation ompared with the 


six mo 


t. 
+ subject to Bc ovdi 


Published by The Oklahoma Publishing Company 


eo! OKLAHOMA CITY TIMES 


Represented by The Katz Agency 


the Chicago staff of McCann-| 


N. Y. Art Directors, 
Graphis, Illustrators 
Publish New Books 


New York, Dec. 8—Three 
new art books, surveying ad- 
vertising illustration, photogra- 
phy and packaging, are fea- 
tured on publishers’ fall lists. 

From Graphic Publishing, in 
Zurich, comes “Graphis Pack- 
aging,” the company’s first sur- 
vey of international package 
| design (372 pages, $17.50). Fol- 
lowing the handsome format of 
|other Graphis books, this one 
reproduces 1,022 outstanding 
packages, selected from over 
11,000 entries. 

The publisher has designed 
the book as a “standard ref- 
erence book,” and _ starts out 
with the premise that packag- 
ing “largely predicates the suc- 
cess of new product ventures.” 
The illustrations are arranged 
in 15 product classifications, 
and the captions give complete 
| technical information. 

Supplementing the illustra- 
| tions are 14 articles written by 
packaging specialists. The ar- 
ticles cover such diverse sub- 
|jects as designing record cov- 
{ers and wrapping papers, to the 
packaging of drinks and phar- 
maceuticals. The book also in- 
cludes a 99-point check list 
| for package planning, as well 
| as a chapter illustrating vari- 
ous types of folding box con- 
struction. 


® Another new book, ‘“Illustra- 
| trators 59,” is the first annual to 
|be published by the Society of 
Illustrators (Hastings House, 
$12.50, 215 pages). Planned as 
|}a cross-section of American il- 
jlustration today, it reproduces 
'350 selections included in the 
society’s first national exhibi- 
tion held this spring. 

The book is divided into five 
, sections, including illustration 
jin the editorial, advertising, 
institutional, book and tv fields. 
Each section is introduced by a 
critique by the jury chairman 
of each section. Work of young 
,artists is included as well as 
that of established ‘‘names.” 

The result, according to one 
juror’s analysis, is that the ex- 
hibition definitely proves that 
“Illustration has become truly 
creative. The illustrator has 
{become an artist.’”’ The text al- 
|so points out that one of the 
|“understood aims of the exhi- 
|bition was an attempt to stem 
|the indiscriminate use of pho- 
tography as advertising art.” 


|@ The point is well taken when 
one thumbs through the third 
inew book, “The 38th Annual 
of Advertising & Editorial Art 
& Design,” published for the 
Art Directors Club of New 
| York (Farrar, Straus & Cudahy, 
{$15, 314 pages). Here illustra- 
tions are outnumbered by pho- 
tographs once again. 

The book is a complete rec- 
ord of the national exhibition 
held by the club last April and 
|reproduces all the exhibits, in- 
|}cluding 428 printed pieces and 
| 59 tv commercials. Having been 
| published continuously since 
1921, the annual over the years 
|has assumed something of the 
'character of a continuing his- 
{tory of the development of 
| modern advertising and design, 
|as seen through the eyes of the 
art director. = 


Collins Joins Stanfield 

Arthur S. Collins has joined 
'the Montreal office of Stanfield, 
Johnson & Hill Ltd. as vp and 
‘creative advertising director. 
|/Mr. Collins was formerly exec 
|vp of Tandy-Richards, To- 
| ronto. 


i Et IIL LIE INS ae sy 
oe et. 
j G 
10 
a 
| _ 7 ee : 
4 ; i 
a 
a 
“ 
“ ! : 
o 
t* 
r | 
: ' i 
7 - 
'* a 
e4 a 
i EEE | a 
ts 4 
4 N as 
ts a 
i Li 
Dp x 
T } ag 
Bi: 
. ii 4 
. et " 
c % ee a . Z Ken 
. tae - GME | : 
ue fe 
— : —_— -aiiieahdicbariameniiaeae : —— — —— é 
=e mae ee ee a 8G Paes — —— . 
—— ie . ~ 7 — z. Le A . te 7 . ‘ ct 
4 aaa ra _ = , Lt en le pa perks > . — s 
: é MR. Sn, oe = - — « . 
— doled S32 UPTO et eee : ‘2 
| fom grow wit . by eas's . 
rk aaa -— — 5 
> am ” . : - » _ » “hel e''¢ SR Pe, e x 
: e ‘tee ae ower * gms é ple ~ aa* ed . y 4 
i ~s | 
- ae ° 
ms <<. 
~ ne j i 
: ‘ a 
+ a tT. 4 ry 
wie’ ¥ -. 
i ge S- e 
: ™~ ¥ ; 
ere cep: au eat axe . ' # 
‘ i ae i ; ; s. - 
; ee rs 5 
we a ee ane a ; ; 
ys es CS ; Be 
ie . a <<, * - a 
7 Ly r = den 
aa be 4 ~. - - mcr ~<d ‘ @.,, c 
: ‘ . ~ s be —_ i 
° 4 * [ => . > = we — 
ae ’ “y ~ = > - > . ut 
7 eo} . ‘ -_ i“ 
| M ; ie = z 
ag > “aa { . : a “Ss ; —_— 
Ss ; pa ae — ies ~ a = a, * ; 
~ We S = ae. = 
a ' . 2.2 ‘ Sea ~4 
. : Fate - ¥ é ee i. .. — FF ‘ 
| Se a ee ot in: : ti Se 
| SE, = ™ 5 3 eee. il 
“ ee " 
= 
i, . 
; ee ee 
a : 
et 
se * 
ie 
wes 
Baa 
ae 
she 
ar : KLAHOMA! 
: grow with be on 
mul ca a ae : ae — gs 3 aA 
hom | 
| 
a 
ie a a 
eyeee 
a — 
es , =| ee 
Ea 
aie 
4 
erage 5 aa TE eo ack ee phtiesnis gu maa co 


Advertising Age, December 14, 1959 


Paul Edwards, 6], | HERBERT S. LENZ | the advertising staff of R. H. Macy | 
| Port WASHINGTON, N. Y., Dec. |& Co., New York department store. | 
Adman, Economist, |8—Herbert S. Lenz, 61, who re- | 1n 1939 he became visual director | 


Educator, Is Dead 


|New York office of Ralph H. Jones | Committee of Look. 


‘tired last year as manager of the|@"d a member of the editorial | 


| Q AA () 
Maptewoop, N. J., Dec. g— | Co Cincinnati advertising agency,| — [py 1941, Mr. Lenz became visu- | \ 


Dr. Paul K. Edwards, 61, chair- died Dec. 3 of complications) 4) department manager and a. 


caused by a liver complaint after a} 


man of the department of jong illness at North Shore Hos- 
marketing at Rutgers Univer- | pital. 


sity school of business admin- 
istration, Newark, died Dec. 6! 


here. 

Born in Oskaloosa, Ia., he ; ni at 
was graduated from Earlham |) He pac ce ago ge ca~ | Burkhart, Cincinnati. 
College, Richmond, Ind., and ‘ : 
Red Cross 


overseas during 


Harvard University, and in 1936 | lowing year became a member of| Ralph H. Jones Co. 
he received a doctorate in com- 


| member of the plans board of Lord | 
& Thomas, where he also handled | 
; ; |the American Tobacco Co. account. | 
BB tn Bn — Wis., Mr. | From 1942 to 1947 he was an ace | 
t ’ enz attended the universities Of|count executive with Young &| 
of a heart attack at his home Wisconsin and Chicago, and served | Rubicam, and from 1947 to 1951 
in the Army during World War|was a vp at Stockton, West &| 
; The latter | 
pd , Ae .h the | year, he returned to New York to| 
th : ; advertising department o art,/become a vp and account execu- | 

en served with the American Schaffner & Marx in Chicago. In | tive with J. D. Tarcher & Co., and | 
World War I. In 1922 he re. !935 he joined Montgomery Ward /|from 1953 through 1958 he was) 


ceived his master’s degree from & Co. in New York, and the fol-| manager of the New York office of | 


Me-r-r-r-y 
Christmas 
SERVICE 


TYPOGRAPHERS, INC. 


‘where typesetting is still an art” 


HArrison 7-8660 
723 S. WELLS ST. CHICAGO 7, ILL 


| 


mercial science, also from Har- 
vard. 

After serving as professor of 
economics at Ursinus College | 
in 1922-’23, Dr. Edwards joined 
the staff of the Harvard bureau 
of business research. 


@ In 1925 he was assistant to 
the general sales manager of 
Crosley Radio Co., in Cincin- 
nati, and in 1926 was a mem-| 
ber of the staff of Daniel 
Starch, New York research or- 
ganization. He also did sales 
research in New York for the 
Simmons Co. From 1932 to 1938 
he was director of sales promo- 
tion in Negro markets for the 
Rumford Co., manufacturer of 
baking soda. 

From 1937 to 1946 Dr. Ed- 
wards was professor of market- 
ing and chairman of the mar- 
keting department, school of 
business administration, New- 
ark University. When the uni-| 
versity was absorbed by Rutgers | 
in 1946, he retained those posts 
at Rutgers. 

He was the author of “The 
Southern Urban Negro as a_| 
Consumer,” published in 1932, 
and was a frequent contribu- 
tor to various business maga- 
zines. 


HARRY J. SHORE C10) 

Port COLBORNE, ONT., Dec. 8 
—Harry J. Shore, 70, a past 
president of the Ontario Pro- 
vincial Dailies, former mana- 
ger of the Welland Evening 
Tribune and a_ director of * 

Thomson Co. Ltd., died Nov. 27 
in his home here. 

Mr. Shore began his news- 
paper career with the Ottawa 
Citizen. He purchased the Port 
Colborne Times in 1914, chang- 
ing its name to the Citizen. He 
published the newspaper until | 
1929, when it was merged with 
the Welland Tribune. He was! 
appointed manager of that daily | 
then and served in the position 
until he retired in 1954. 


EDWARD J. MEILICKE 

VANCOUVER, B.C., Dec. 8— 
Edward J. Meilicke, 71, an in- 
vestment dealer here and for- 
merly president of the Star- 
Phoenix, Saskatoon, Sask., died 
here last week. With a brother, 
Hugo, Mr. Meilicke acquired 
control of the Star-Phoenix in 
1928; later it was sold to the 
Sifton Newspaper Group. 


PAUL H. LAABS 

MILWAUKEE, Dec. 8—Paul H. 
Laabs, 71, one of the founders | 
of Olsen Publishing Co. here in) 
1910 and a vp of the company, | 
died Nov. 26 at St. Joseph’s 
Hospital after a short illness. 
Olsen Publishing Co. produces 
dairy publications, prints a va- 
riety of other house organs and 
does other printing work. 

A native of Germany, Mr. 
Laabs was brought here as a} 
child. He was a member of a 
number of organizations in the | 
advertising, sales and printing | 
fields. 


. 


aio 


Fe Pulse studies show 
McClatchy stations KM] and KFBK 
lead in acceptance 


New Pulse qualitative studies in Sacramento and 
Fresno, California show the McClatchy stations, 
KFBK and KMJ, substantially ahead in public con- 
fidence and acceptance. 


Briefly, respondents were asked which radio 
station: 


1. gave most complete and accurate news 


2. gave the greatest feeling of confidence in 
advertised products 


3. gave the best programming variety 


In each case, KFBK and KMJ ran substantially 
ahead of competition. In fact, in every instance, they 
topped the next two stations combined in listener 
favor. 


Get what you want in your radio buy — listener 
confidence, ratings, coverage and economy — from 
KFBK and KMJ. Any Raymer man can give you 
details. 


McClatchy Broadcasting Company 


SACRAMENTO, CALIFORNIA 


PAUL H. RAYMER CO., NATIONAL REPRESENTATIVE 
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The Editorial Viewpoint... 


Disbelief Is Widespread 


Whether or not one believes that Dr. Gallup and the Gallup Poll are 
infallible, it is not at all difficult to believe their current pronounce- 
ments regarding the state of public opinion on the subject of the be- 
lievability of television advertising. 

A week or so ago Dr. Frank Stanton of Columbia Broadcasting Sys- 
tem told the Academy of Television Arts & Sciences that a national 
Gallup study made for CBS showed 92% of the population aware of 
the quiz show scandals (a higher awareness figure than for the Army- 
McCarthy and the Adams-Goldfine imbroglios), with 66% of the opin- 
ion that stricter regulation of television programs is called for. Dr. 
Stanton consoled himself with the fact that two-thirds of this 66% 
thought the networks could “do the regulating.” 

A few days later the newspaper version of the Gallup Poll reported 
that more than two-thirds of the public believe that tv commercials 
are something less than truthful. 

Asked, “How do you feel about television commercials—do you 
think they use untruthful arguments, or not?”, 67% said they do; 19% 
said they do not; and 14% expressed no opinion. 

The 67% who think that television commercials are untruthful were 
then asked if they thought the untruthfulness applied to “most tele- 
vision commercials, some of them, or only a few?” As a result, the 
Gallup poll reported that 26% of all the public thinks “most’’ televi- 
sion commercials are untruthful; another 27% thinks “some” are un- 
truthful; 12% believe untruthfulness is limited to a “few’’; 19% don’t 
believe they are untruthful at all; and 16% reserve their opinion. 

There may be some people in the advertising business who find 
these figures consoling, but we cannot think who they might be. The 
fact is that—even without the assistance of rigged quiz shows, payola, 
indications that newspaper columnists can be bribed, etc—we have all 
been working hard to wear away the fabric of belief in advertising. 

It is fashionable for all of us—including advertising people and 
those business men who live by advertising—to deride advertising 
even if we do not ourselves make it derisive. It is fashionable to joke 
about its silliness and unbelievability, and to gain attention with 
advertising that itself kids advertising. 

It is naive to the point of social ostracism to believe that advertising 
can be honest, decent, sensible and dignified, and worthy of public 
belief and trust. 

Is it any wonder that the people to whom it is addressed refuse to 
believe it or to take it seriously? 


Not Quite a Science Yet 


When the Center for Research in Marketing Inc. held a day-long 
presentation in New York recently, it inadvertently indicated that sci- 
ence may have planted some seeds in advertising, but it certainly 
hasn't fully bloomed as yet. 


The motivation research outfit postulated a number of things, in- 
cluding the fact that “most bread advertising fails to concern itself 
with the symbolic meaning of bread, usually talking of it as if it were 
a big vitamin pill... and so we find it increasingly dropping out of the 
American diet.” Two of the success stories in this field, they said, are 
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Gladys the beautiful receptionist 


—Fredrick A. Ross, 


New York Life Insurance Co., New York. 
“The format for the new show is advice to the lovelorn conducted by 
an English dowager type. They’re calling it ‘Lady Loverly’s Chat- 


ter.” 
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Rough Proofs 


Leo Burnett is learning from his 
experiences at the magazine pub- 
lishers’ meeting some of the dis- 
advantages of trying to play the 
role of dearest friend and severest 
critic. 

. 


Leo’s suggestion that the busi- 
ness office has taken over from the 
editors gets no support from the 
staff of The New Yorker, who 
simply told the admen they’d have 
|/to cut down on their space sales. 


| 
| A young and, he says, talented 
adman admits in a classified ad 
looking for a job that he’s not a 
thaumaturgist. 

He means he’s not yet capable 
|of pulling a rabbit out of a hat. 


e 


Bantob, which hoped to sell to- 
baccoless Vanguard cigarets, is be- 
ing reorganized by its stockholders, 
who may have seen a ray of hope 
in recent statements from public 
| health authorities. 


“Copywriters, prof finds, are 
esthetic but antisocial group,” the 
headline says. 

They love beauty, and they’re 
antisocial because their most beau- 
| tiful creations seldom escape the 
blue pencil. 

+ 


Arnold and Pepperidge Farms, and both emphasize ‘the symbolic na- 
ture of the object being sold.” 

Here’s how the ADVERTISING AGE reporter recorded subsequent de- 
velopments: 

“Frank McCord, vp and manager of the research department of 
Ted Bates & Co., took sharp issue with the point about bread advertis- 
ing. Mr. McCord asked, ‘How do you explain the fact that for the past 
15 years far and away the best selling bread in the country has been 
sold as a vitamin pill?’ 

“Mr. Capitman [one of the principals in the research firm] asked, 
‘What bread is that?’ 

“Mr. McCord replied, ‘Wonder Bread,’ and he added, ‘I’ll bet Won- 


| der Bread’s sales increase last year was alone more than the combined 


| 


|/Los Angeles, 


sales of Arnold and Pepperidge.’ [Mr. McCord’s agency, Ted Bates, | 
handles Wonder Bread, advertised for years under the theme, ‘Builds | 


strong bodies 12 ways.’] 
“Unable to account for this hole in his bread advertising theory, 
Mr. Capitman finally said good-naturedly, ‘You know, we could be 


»” 


wrong’. 
End of story; but not end of moral. 


# + # 


What They're Saying... 


Package Note 


see the shortcomings or the exciting 
potentials that do exist. Redundant 


York! 


is good—not what America believes 

Too many times a manufacturer | is 00d? I believe the South is pro- 
is too close to his own product to| ducing creative work equal to and ; 
in some cases better than New) of Campbell Soup Co. that its re- 
Good creative advertising strained and truthful advertising 


If doctors are as busy as phar- 
| maceutical advertising agents think 
|they are, maybe the new Medical 
Radio System should install some 
of its closed circuit fm receivers 
on the dashboards of their auto- 
| mobiles. 


Business Week reports that 
Chevrolet led all the rest in the 
number of top-rated ads in its 1959 
issues, a statistic that should be 
read with interest in several of- 
fices in and around Detroit. 


Champion Paper promotes its 
|Falcon Enamel with an insert fea- 
| turing a life-like tiger, even though 
there is a new and _ interesting 
product whose name might well 
fit into this connotation. 


| The broadcasters’ amended tv 
code says free plugs for products 
not offered by the sponsor can’t be 
given on programs, but it’s going to 
be hard to get some of the talent to 
forego their cars and liquor from 
generous non-sponsors. 


W. B. Murphy told stockholders 


copy and meaningless design on a | does not come out of ivory towers. has paid off in a big way, and he 


package frequently date and down- 
grade a fine product. On the other 
hand, insufficient copy fails to ex- 
pound the actual virtues that exist. 


—Robert G. Neubauer speaking at the 
23rd Variety Awards dinner Nov. 10 
in New York. 


with creative flair . . 


sense. 


director, 


Agency, Greenville, S. C., 


Club of Charlotte, N. C. 
It's Facts—and Common Sense 

America is not Madison Ave. 
America is San Francisco, Chicago, | 


Me-to-You 


York. Why should creativity in ad- 
vertising only be cheered by Madi- 
son Ave.? Why should we sit and 
take what. Madison Ave. believes 


rect mail’s deep strength. 


The Rylander Co., 
vertising, Chicago. 


—John S. Williams, vp and creative 
Henderson Advertising 
speaking 
at a meeting of the Art Directors 


Advertising doesn’t work like a 
Lima, O., Atlanta,| speech to a crowd, inducing a mass 
Greenville, Charlotte and New | reaction. It works best by me-to- 


you persuasion. And therein is di- 


—The Postage Stamp, published by | 
Direct Mail Ad- 


It is evolved by men of talent, men | reported the company’s earnings to 
. out of re- 
search, out of facts, out of common | * 


prove it. 


“Agencies timid on own promo- 
| tion, DMAA is told.” 
As usual, the shoemaker’s chil- 
\dren are running around in the 
snow barefoot. 


| Four Roses, the poster says, is 
“America’s most gifted whisky,” 
and if that means used most often 
as a gift, the advertiser is borrow- 
ing one of those columnists’ tricks 
of changing a noun into a verb. 


Copy Cus. 
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The Philadelphia Daily 
Inquirer carries your 
advertising to 
667,000 women 
throughout Delaware | a 
Valley, U.S.A.* And 
| in the suburbs, where 
' y. a 61%, of the food and 


58% of the retail sales 


are made, The Inquirer 


sells to 27°%, more 


women than the major 


evening newspaper. 


ae 


db 


So, if you want to 


sell more where 


they’re buying more— 


The Philadelphia Inquirer talks to 667,000 adult female readers aphhinnstitia, 


in The Inquirer! 


...and sells more where they’re buying more! *Source. "Philadelphia Newspaper Analysis 


by Sindlinger & Company, Inc, 


Gular ticketed price | 
in stock #-" ~““« 
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The Philadelphia Inquirer 


NEW YORK CHICAGO DETROIT 


Good Mornings begin with The INQUIRER SAN FRANCISCO LOS ANGELES 


for 1,406,000 adult daily readers 


ROBERT T. DEVLIN, JR. 


342 Madison Ave. 
Murray Hill 2-5838 


EDWARD J. LYNCH 
20 N. Wacker Drive 
Andover 3-6270 


RICHARD |. KRUG 


Penobscot Bidg. 
Woodward 5-7260 


FITZPATRICK ASSOCIATES 
155 Montgomery St. 
Garfield 1-7946 


FITZPATRICK ASSOCIATES 
3460 Wilshire Boulevard 
Dunkirk 5-3557 
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FROM COMICS TO CATALOGS! 
.«.for PENNIES...in FOUR COLORS! 


More and more production and ad- 
vertising men all over the country 
make Pioneer their first—and last — 
call for fine quality large quantity 
printing. i 


e CATALOGS e CIRCULARS 


e@ FLYERS e COMIC BOOKS 
e BROCHURES e THROW-AWAYS 


Send us your next job for a quick —accurate 
estimate ... or let us consult with you and 
save you money from the very beginning. ROTARY 


MAIL BAGS—Salesbag Promotions, Ardsley, N. Y., is using these shop- 
ping bags as a direct mail promotion to promote the use of the bags 
as an advertising-merchandising medium. 


| Lee Joins Heli-Coil Corp. Seek Court Delay 
Donald Lee has joined Heli-Coil | 

Corp., Danbury, Conn., manufac- of Pqrce] Post 

LETTERPRESS turer of Heli-Coil screw thread | 

PIONEER PUBLISHING CO. PRINTING inserts and thread repair kits, as Catalog Rate Hike 


advertising manager. Mr. Lee was | 
100 So. Kenilworth Avenue, Oak Park, Illinois formerly assistant to the director of | _ WASHINGTON, Dec. 8—The Parcel 
Mansfield 6-3800 


advertising of United Aircraft Co., | Post Assn. went into the U'S. dis- 
East Hartford, Conn. trict court here last week in an ef- 
fort to prevent higher parcel post 
and catalog rates from going into 
| effect Feb. 1. 

Under a timetable announced 
| by Postmaster General Arthur 
Summerfield the 17.1% rate hike 
| authorized by the Interstate Com- 

|merce Commission last month 
| would become effective in time to 


| 
ie to major catalog mailings 
| 


RIGHT 
IN THE 
BREADBASKET 


which take place in February and 
March. 

The association is seeking a pre- 
liminary injunction, on the grounds 
that mailers will be seriously in- 
jured if the increased rates are in 
effect while a review of the rate 
increases is considered by the 
courts. 

In addition to the Parcel Post 
Assn., which has 300 members, the 
action for a temporary injunction 
was brought by three mailers: 
Henry Field Seed & Nursery Co., 
Shenandoah, Ia.; Popular Mer- 
chandise Co., Passaic N.J.; and 
Wilson Chemical Co., Tyrone, Pa. 


s Crux of the case is the effort to 
obtain an interpretation of the 
policy section of the Postal Rate 
Act of 1958. 

The law states that certain pub- 
lic service costs of the post office 
are not to be charged to mail users. 
The complaint charges that no in- 
crease would have been necessary 
|if the Post Office and ICC had 
abided by the formula specified in 
that law. # 


| Station Representatives 
| Set Spot Radio Campaign 
Station Representatives Assn. 
members, New York, are pooling 
their efforts in an active promotion 
of spot radio to agencies and adver- 
|tisers. A 17%-minute, color slide, 
| audio tape presentation has been 
prepared by SRA to be presented 
‘ by a rotating group of at least two 
amen : esi - J | SRA members. 


@G PGiLOcK 


eT sé 3 Highlight of the promotion is its 
aL a! a. W.G. POLLOCK claim that spot radio delivers the 
BO A ae eae er ‘ fi Ais , ——- 


| advertisers its prime prospect—the 
housewife. Basing many of its 
claims on Radio Advertising Bu- 
reau statistics, SRA explains that 
the average housewife spends four 
hours and 36 minutes each day 
Monday through Friday listening to 


; Grain b radio. 
When you advertise on WBEN-TY, your sales message RT ee 
takes on added momentum and impact and hits hard Arbingast, Becht Alters Name, 


right in the nation’s breadbasket ! seers ee ee yrs 
: . ail ‘ ees Arbingast, Becht & Associates, 
Buffalo is the world’s largest milling center. Its strategic Peoria, Ill., will change its name 
location and port facilities — first as a major port on to Becht & Blomeyer, effective 
the Great Lakes, and now as America’s newest World CBS IN BUFFALO wet. ee Seen Ee 
3 : has sold his interest to Kenneth R. 
Port since the opening of the St. Lawrence Seaway — Becht and Harris P. Blomeyer, will 
makes the Buffalo area, more than ever, one of the 


be retained by the agency as a 
major markets on the North American continent. a. changes at the agenc 
And it’s “dead reckoning” of the most infallible and precise kind when you choose include the appointment of Jack 
WBEN-TV to reach this important and growing market. The clearest sales voice 
in sight and sound, your TV Dollars count for more on ... 


oP 


Rilea, formerly copywriter, as di- 
rector of collateral services, and 
the addition of George Teasdale, 
formerly a technical manual writer 
at Caterpillar Tractor Co., as a 
copywriter. 


REPRESENTATIVES: HARRINGTON, RIGHTER & PARSONS 
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ééDid you know, Mrs. Forbush, that the New 

York News has 2,200,000 exclusive adult 
readers—who read no other New York newspaper? 
And 65% of them are in upper income families. 
Shouldn’t we be doing something about it?99 
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a program that's remodeling | Guilford Packing Names Ricks 


| Guilford Packing Co., Port! 
America in packages | Townsend, Wash., has named Cap- | 


py Ricks & Associates, Seattle, | 
|as its agency. The agency also has| 


|its public relations and publicity 


Advertising Age, December 14, 1959 


Well send you 25+¢ 


for enjoying any 2 of these 


A program at work the past 14 years is remodeling America 
in packages—remodeling by whole rooms or complete 
homes from design through financing. That program is 
DSC—Dealer Sales Control. DSC was created by Ameri- 
can Lumberman and Building Products Merchandiser to 
help the lumber and building materials dealer realize his 
fullest potential as a dominant buying and selling influence 
in the building materials market.and as a principal market 
factor in home building and home improvements. DSC has 
succeeded, Thanks to DSC, 88% of our dealer audience 


department. He previously was an 


|named Gregg M. Reynolds to head NEW Heinz Spaghetti 
a bf 


account executive for C. H. Prior & | 


Associates, San Jose, Cal. 


| ]. G. Brown Adds One 


| Allied Homeowners Assn., Ros- 
j}lyn, N. Y., has named J. Gerald 


|Brown Advertising, Hempstead 


“es 
N. Y., to handle its advertising. The | cecum 
_agency also has appointed Glasier |““""“""" 


Deoier ia operate modern retail stores featuring home improvements 
prongs ‘ #i- ~ : : , ’ : . 
ee Dees 80°, sell, finance and install home improvement packages. Crandall art ~ naga gr formerly 
oF OP vary Sete Details on DSC and the new market it has created are breed es ant art Girector of | 
a available. Sportsman’s Life. 
ie 


manufacturer of industrial spray-| 
|/ing and liquid material handling 
systems, has named Langeler-Stev- 
;} ens, Orange, Conn., as its agency. 


Lumber 


59 E. MONROE ST., CHICAGO 3, ILL. 


_Gyromat to Langeler-Stevens — == 
| Gyromat Corp., Fairfield, Conn.,| ~~ 


‘SPAGHETT) SAUCE 
—— 


Treats! 


L 


PASTA—H. J. Heinz Co., Pittsburgh, 
will make this special offer to in- 
troduce its expanded product line 
with 1,000-line, two-color news- 
paper ads in 13 markets on Jan. 10 
and March 3. Maxon Inc., Detroit, 
is the agency. 


Business Paper Ads 


gana ts resort 


ie, 


The Globe 
delivers fresh readers twice a day 


Because morning and evening editions are almost the same, 
you get almost no duplicated circulation. More of every- 
body reads The Globe. More men. More women. More 
young people. More intowners. More suburbanites. More 
readers in each income group. Ask your Globe representa- 
tive for all the Global truths — from Sindlinger to Media 
Records to ROP full color. The Globe can do worlds for 
you in Boston. Morning 


Evening 
Sunday 


Up 9% in November, 


(3% in Year, ‘IM’ Says 


Cuicaco, Dec. 8—Advertising 


|volume in business publications 


| during November showed a 9% in- 
crease over the same month last 
year. For the first eleven months of 
1959, advertising volume was 3.6% 

| above the 1958 level. 

| These figures represent the com- 

| bined volume of 319 business pub- 

|lications reporting monthly to In- 

| dustrial Marketing: 


November 

Type Page Gain % Gain 
Oe ee eee 2,512 99 
MRIS dctivckcknersvehgreae 116 2.7 
NE: cds shad cnniandencekvees 291 7.1 
BREEN, ccinNongcncrpionaasices 141 19 
Product News (units) 299 12.8 

WOO Giitaans ns 3,359 9.0 

Year to Date 

ee 10,298 3.7 
NEN cauccteckues 749 1.4 
UIA - 5s; twiniraaaocer Teds 2,241 5.6 
BEE ciccsesescosveverenere 81 6 
Product News (units) 1,658 6.0 

ae 15,027 3.6 


Mayer Joins Dickie-Raymond 
as VP and N. Y. Manager 

Edward N. Mayer Jr., former vp 
of McCann-Erickson Inc., New 
York, has joined emg 
Dicki e-Ray- 
mond Inc., Bos- 
ton and New 
York, as vp and 
general manag- 
er of the agen- 
cy’s New York 
office. Richard 
Eckman contin- 
ues as Dickie- 
Raymond’s’ vp 
for client serv- 
ice. 

Mr. Mayer, 
president of James Gray Inc., New 
York, prior to joining McCann- 
Erickson, has authored two books 
on direct mail advertising. 


Edward N. Mayer 


Vann Joins Globe Electronics 

Howard D. Vann has been named 
director of advertising and public 
relations of Globe Electronics, 
Council Bluffs, Ia., a recently ac- 
quired division of Textron Elec- 
tronics Inc., Providence, R. I. He 
formerly was director of commu- 
nity relations of Mutual Benefit 
Health & Accident Assn. and 
United Benefit Life Insurance Co., 
both of Omaha. 


Peterson Names Owen Agency 

Peterson Breeding Farm, Deca- 
tur, Ark., has appointed Edward 
Owen & Co., Avon, Conn., as its 
agency, effective Jan. 1. 
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| How to Introduce a New Electronic Product 
| through ELECTRONIC DESIGN... 


(one of a series) 


Sales and profits await those companies who plan their new product 
| promotion as thoroughly as they plan the product. To lead off your campaign, 

send our editors your publicity kit, then follow quickly with advertising that 
is strong on product—its features and applications—low on boast, high on 
user benefit. Electronic Design’s many readership, inquiry, and application 
studies (plus the immediate results from your publicity and advertising) can 
\ guide you in selecting the best 
; to build highest possible 


combination of frequency, size, and color 


returns. In ED you get 


circulation that is proportioned exclusively a 
. among 32,000 key design engineers in over | : 
4,500 U.S. electronic | manufacturing plants... | . 
7 plus the highest Ped proven readership of | : 
; any electronic * © magazine.... The 
a. 


individual details 4 of your campaign may 


: vary, but the end , results will be measured 
7 in SALES in a 


: | equipment that 


i 


market for original 
stands at $9 billion, and 
$10 billion. 


sii 


rai 


is heading for 


TTT! 


TILL 


SILLIMAN 


ee Eat 


... more than a magazine 


a selling FORCE 
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BASIC TEST FOR MEDIA SELECTION: 


Ask anyone, 
anyone 
you re trying 
to sell in the 
aviation market, 
what publication 
he reads and 
respects most. 


A powerful editorial force is a powerful selling force. 


Aviation Week 


at 


Including Space Technology 


Aircraft —- Missiles - Spacecr 
ABC PAID CIRCULATION 73,606 
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UN an IRE award winner for 1959. 
® 


IRE REMEMBERS THE MAN 
for his 


The background story of every 
successful venture always has 

a man in it. To Richard D. 
Thornton goes this year's IRE 
W.R. G. Baker Award for his 
paper entitled “Active RC Net- 
works,"’ which appeared in the 
September 1957 issue of IRE 
TRANSACTORS ON CIRCUIT 
THEORY. Hats off to a man with 


a purpose, well on his way on 


Perceptive Research 


And behind the cold statistics of 
: the 61,957 net paid circulation 
Proceedings now enjoys, are 

57,334 (ABC) professionally 

qualified men plus 13,976 

student members in 156 

Engineering Colleges, now 

awaiting your message in their 

own journal. If you buy space in 

the radio-electronics field, you 


should meet them. the path of progress—Richard 


For a share in the present, D. Thornton, Assistant Professor 


and a stake in the future, 


make your product NEWS in of Electrical Engineering, Mas- 


sachusetts Institute of Tech- 


Proceedings of the IRE satel Catt: Himes 
The institute of Radio Engineers A ey, -<<jeeaal 
® 


Adv. Dept. 72 West 45th Street, New York 36, New York e MUrray Hill 2-6606 — 
Boston « Chicago « Minneapolis « San Francisco e Los Angeles © 
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Award for Editorials 
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(WDSU-TV News Director Bill Monroe receiving RINDA award P 
° 
V/ ao . 7 ? Ve 
i, Editorials cited 
; M We were all enormously pleased by | } | 
; for integrity, good ae he | an 
ys 8 the editorials submitted. They were | } 
Le taste, courage professional, they were important, | @ de 
' NEW ORLEANS — Among all tele- they were concrete, they were done | @ 
} vision stations in the United States, with good taste and integrity, and ’ 
Ls ak a + . . . ~ P 
F WDSU-TY was awarded First Prize they indicated a basic courage on ‘ An 
t: by the Radio and Television News | the part of station management.” j 
‘Lt <P , " , 
: he ; Directors Association for editori- WDSU-TV, according to. station ’ 
a. | alizing by a TV station. The opinion management, will continue to main- | & 
of the judges was stated as follows: tain an editorial policy dedicated to | @ 
e “Our first choice in the TV com- the progress and betterment of the ° 
ran petition is WDSU-TV, New Orleans. | area served. t 


Advertising Age, December 14, 1959 


Getting Personal 


Chicago musica ficta: Ken Snyder, tv-radio creative head of 
Needham, Louis & Brorby, and Jack Fascinato, former “Kukla, Fran 
& Ollie” music man, have co-composed a new Capitol LP album, 
“Music from a Surplus Store,” using such unmusical instruments as 
trowels, scaffolding nails and wastebaskets...The musical revue at 
Way Off Broadway, new Chicago nightclub, was produced and cre- 
ated by John Rand, copywriter at Foote, Cone & Belding, and wife 
Judy. Fellow FC&B copywriter John O’Toole wrote the lyrics for the 
revue, which satirizes tv and advertising ... 

Irv Warhaftig, art director of Black & Little, Newark agency, has 
installed a 200-lb. printing press in the basement of his Livingston, 
N. J., home, turning himself and his family into publishers. The first 
issue of “The Locust Place Graphic” appeared in late November. Cir- 
culation: 50. No advertising accepted ... Edmund F. Lindner, medi- 
cal writer who did yeoman work for Ted Bates on Miltown and who 
has now switched to proprietaries at Benton & Bowles, was cited 
Dec. 3 by the New York chapter of the American Medical Writers 
Assn. “for distinguished contributions in advancing medical com- 
munication.” He is secretary-treasurer of the chapter... 


IT’S THE LIFE—Here on the sun deck of the Chaffees’ home in Vero 

Beach, Fla., are former Chicagoans Frank Chaffee (retired from 

Sunday and now in the real estate business) and his wife, Lucy, and 

Rita and Jud Vear. Jud is with the Chicago office of Good House- 
keeping. 


Vote getters: Ford Perine, assistant ad director of Life, last spring 
lost the mayoralty race in the Republican primary at Saddle River, 
N. J., but was a successful write-in candidate for councilman this 
fall—he won by eight votes. Life general promotion’s Hud Stoddard, 
a Democratic candidate for the school board in New Canaan, Conn. 
(which has about 80% non-Democratic registration), garnered 42% 
of a record turnout vote. As the leading entry from his party, he 
automatically won a seat on the board .. . 

It’s to be a December wedding for Barbara Buechner, assistant to 
the managing editor of Good Housekeeping, and Ronald William 
Butler, promotion manager of Coronet ...A February wedding for 
Joy Rogers of Young & Rubicam, New York, and Jack Cowie, in the 
New York office of the Cities Service Oil Co. of Pennsylvania... 
Gwen Daner and Anthony R. Jaffe, copywriter of J. Walter Thomp- 
son Co., are engaged... 

Helen Scofield, “secretary to Benton & Bowles presidents,” was 
given an agencywide celebration Nov. 20 commemorating her 25th 
year with B&B. She was secretary to B&B’s late president and 
chairman Clarence Goshorn from 1937 until his death in 1950; then 
took over her present job as exec secretary to Bob Lusk, now B&B 
president... 

David B. Cleveland, sales promotion manager of the plastics divi- 
sion of Spencer Chemical Co., Kansas City, has been named a Ken- 
tucky Colonel by Gov. “Happy” Chandler. He’s the son of Chester W. 
Cleveland, publisher of Indiana Business & Industry... 

Douglas J. Murphey, vp and contact supervisor of Young & Rubi- 
cam, New York, has received an alumni merit award from St. Louis 
University ... William J. Ward, ad manager of Borden Co.’s Pioneer 
ice cream division, and Eugene J. Kelly, Pioneer general sales man- 
ager for chain food stores, were honored for 25 years of service at a 
company banquet... 

Phillips seems to be the magic word: The three men to be honored 
this year at the annual advertising, pr and publishing dinner of the 
Federation of Jewish Philanthropies: Joseph F. Cullmann III, presi- 
dent of Philip Morris; Philip Liebmann, president of Liebmann 
Breweries; and Seymour J. Phillips, head of Phillips-Van Heusen 
Corp. Ad chairman of the event is Maxwell Dane of Doyle Dane 
Bernbach ... 

Loyd Sigmon, vp of KMPC, Hollywood, and Pat Lynn were mar- 
ried Nov. 19...James P. Ince, director of advertising and pr of 
American Hospital Supply Corp., Chicago, was married Nov. 3 to 
Ruth Gannon... Murray Firestone, exec vp of W. B. Doner & Co., 
Philadelphia, has a new son, Marc Samuel, born Oct. 30... 

Sick bay: Everett Biddle, head of the Biddle Co., Bloomington, II1., 
is recuperating at home after a minor operation. He expects to be 
back at his desk by mid-December . .. Carl Watson, manager of con- 
tinuity acceptance, is back at NBC in New York after a bout with 
pneumonia... Television magazine’s editor and publisher Fred Ku- 
gel is at home in {slip, Long Island, recuperating from a mild coro- 
nary. He’s due back at his office in New York after Jan. 1... Mean- 
while Mr. Kugel’s top aide, executive editor Kenneth Schwartz, is 
celebrating the birth of his first child, Liza, born Thanksgiving 
morning. Mrs. Schwartz is the former Helen Dane, who was produc- 
tion manager of Tide magazine... 
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A NEW MORNING 
NEWSPAPER 


Advertising Age, December 14, 1959 


'More Sweet Music Could Swell Audiences of 
Lady Listeners, Broadcast Taste Study Says 


CoLtumBus, O., Dec. 8—Radio, when the typical woman listener 
broadcasters could greatly expand | could be induced to radio or tv if 
| their audiences of women if they the programming were sufficiently 
| aired more of the music that wo-| attractive to her,” the study says. 
|}men like—conservative popular Among women of higher socio- 
| and “sweet” music—and less rock economic categories, the 


in Columbus, Ohio 


rhe Citizen-Journal has replaced the 


newspaper is a Scripps-Howard publication, 
and other business 
Company. 

General advertising rates for the 
We for the Citizen-Journal alone, or 
with the Columbus Evening Dispatch, 
bination with the Sunday Dispatch 


Contact your O'Mara & Ormsbee man, or write or call Ralph G, Hem 


and &iec on the 


Ohio State Journal and the 
Cclumbus Citizen in Columbus and central Ohio. This new morning 
but all advertising sales 
aftairs will be handled by the Dispatch Printing 


new Citizen-Journal are as follows: 
Tse on the optional combination 
optional com- 


“and roll, an Ohio State Univer- 
| sity study has concluded. 
| The university last April sur- 
veyed 1,154 Columbus families 
(1,992 adults) to find out how 
| much time they are able to listen 
| to radio or watch tv, how much 
time they actually spend at it, and 
what kinds of music and program- 
ming they like. 


study 
notes, the gap between time avail- 
jable and time actually spent on 
radio and tv is much greater. 
Housewives between 26 and 55 
indicated their preferences in mu- 
sic in the following order: (1) 
popular music with conservative 
arrangements, (2) waltzes and 
“sweet” music, (3) standards with 
original arrangements, (4) Broad- 


ee ie 


; way show tunes, (5) big orchestra 
ming, Manager, general advertising, 34 8. 3rd St., Columbus 16, Ohio. s Women between 19 and 70 are presentations and (6) familiar 
Kepresented nationally by: O'Mara & Ormsbee, Inc., New York, available to broadcast media 7.43 hymns, spirituals. 
( hie age, Detroit, San Francisco, Los Angeles, aes hours a day in daytime hours, the 

report on the study says, but they | » Among this group, the study 


actually spend only 1.45 hours shows, rock and roll has the dis- 
watching tv and 1.79 hours listen-| tinction of being actively disliked 
ing to the radio. more than any other music type. 

“This makes four hours a day | Nearly 35% of the adults surveyed 


said they would turn to another 
station if as much as a half hour 


§ of rock and roll were announced. f 
It’s the teen agers who are the 


rock and roll fans—83% of re- 


_EDITORS REAP A me 


Columbus Citizen Journal — 


all 17 other musical categories— 
the report points out. 

But this isn’t the group with the { 
greatest buying power, the report , 
notes. “Broadcasters would be : 
economically wise,” it suggests, if 
they aimed their programming at P 
the tastes of the adult women. { 

Among all adults surveyed, tv 
programming preferences were ; 
given in the following order: (1) i 
adult western dramas, (2) pres- 
tige 60-minute dramas, (3) play- 
by-play sports, (4) news, (5) jazz { 
detective dramas and (6) musi- 
cals with “sweet” music. + 


Paramount Pictures Earnings 
_Are Down in Third Quarter 

| Paramount Pictures Corp., New 
| York, reported consolidated net 
{earnings from operations for the 
‘third quarter of 1959 estimated at 
$1,151,000 or 68¢ per share, plus ’ 
$198,000 special income represent- ) 
ing profit on instalment sale of 
films, for a total net income of $1,- 
349,000 or 79¢ per share. For the 
comparable 1958 period, earnings 
from operations were $1,242,000 or 
69¢ per share, plus a special in- 
come of $2,955,000, for a total of 
$4,197,000 or $2.33 per share. 

| For the first nine months of 
|1959, estimated consolidated net i 
earnings from operations were 
$3,644,000 or $2.14 per share, in ad- 


thee 


This is Editor David W. Klinger and senior editors in a planning session for this best-selling feature. 


a Probing Behind the Scenes of government, industry and CAPPER’S FARMER is the Spokesman for 
labor, Capper’s Farmer Editor David W. Klinger and his 1,585,000 Top Commercial Farm Families. 
staff broke the biggest news story of the year when they 


“ : ac F h hl d beli | dition to $2,965,000 in special in- 
: proved “...in the 1952-57 period farmers actually sub- They rea apper’s Farmer thoroughly an leve ‘come mainly from disposal of in- 
o sidized consumers...to the tune of $10 billion saved stoutly — they read. Their gross income averages | vestments, for a total net income = 
: $15,117 per farm. ‘of $6,609,000 or $3.88 per share. [im 


Ss yearly in food costs”’. 


Let Capper’s Farmer speak for you to the people who 
think of Capper’s Farmer as their own spokesman. They 
command over $2314 billion in spendable income yearly. 
Let Capper’s show them why you deserve a share in this 
annual flood of buying dollars. 

for a total of $14,469,000 or $8.04 


How You Can Sell the Most Influential Farmers for the | per share. 
Lowest Rates in the Farm Field. 


| O'Donnell Replaces Dowling 


|Earnings for the like 1958 period 
| were $3,807,000 or $2.11 per share 
|from operations, with a_ special 
income of $10,662,000 (primarily 
from the sale of its film library), 


This one fact-packed article—“What 
City People Should Know About 
Farmers” — brought requests for 
500,000 reprints from farmers, in- 
dustrialists, taxpayers, retail deal- 
ers, subscribers and more than 150 
radio stations and daily news- 


— | Charles P. O’Donnell has been 
papers. Publication - 1 page, BAW Circulation Yhessend appointed f a gener 
7 manager for e Celite interna- 
poreataives ages $5,000 1,585,000 $3.15 tional, and asbestos fiber divisions 
For Your Free Copy Write: The Edi- oe ao py pad of Johns-Manville Corp., New 
, apes ’ ’ ’ . York. With the company since 1957, 

t ‘ . Moe: 
ees em ne, ai Mr. O’Donnell replaces William 
D. Dowling, who has joined G. M. 

’ ’ 
CAPPER Basford Co., New York, as account 
executive for publicity on Stain- 
FA 24 M less Steel Institute. 
One of the six Stauffer-Capper Farm Magazines FC&B Adds German Account 
TOPEKA LOS ANGELES CHICAGO SAN FRANCISCO NEW YORK CLEVELAND a ak 
912 Kansas Ave. 3142 Wilshire Blvd. 333 N. Michigan Ave. 57 Post St. 342 Madison Ave. 1010 Rockwell Foote, Cone & Belding’s new 
Flanders 7-442] DUnkirk 2-8391 FRanklin 2-7200 SUtter 1-7440 YUkon 6-2090 MAin 1.6774 Frankfurt office has landed its 
first German client—Quaker Oats. 
Quaker, which makes cereals, mac- 
aroni and spaghetti in Germany, 
will move its account from a Ger- 
ak, man agency to FC&B on Jan. 1. 
Now Available in 5 Secttone-28 Com- FC&B also handles Quaker in Brit- 
binations of Sales Zones. ain. 
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3 World Report a'r iii. 


For the first time in publishing history, a maga- 
zine devoted exclusively to the essential news 
of national and international affairs has passed 
the 1,100,000 mark in circulation. It is read 
primarily by the important people in business, 
industry, government and the professions. As a 
result, national advertisers get 


10 EXCLUSIVE 
| ADVERTISING 
ALUES 


in “U.S.News & World Report,” available in 
no other news magazine. 
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fr E i i families . SUS. News & World Report”’ 


ed has over other news magazines 


Highest concentration of managerial people 
78.5% hold managerial positions — highest concentration of the 
news magazines—providing lowest per-thousand costs. 


Highest concentration of high-income families 
: | Family incomes average $15,009, highest of the news magazines, 
AG noes e highest of all magazines with more than 1,000,000 circulation. Here 


the advertising dollar buys coverage of more high-income people 
than in any other news magazine. 


Lowest per-thousand costs 


$5.20 per page per thousand in 1960—lowest per-thousand costs 
in the field. 


Largest circulation growth 


Circulation growth for the ten full years 1948 to 1958 is the largest 
in the field, both numerically and percentage-wise. 


First in voluntary circulation methods 

No door-to-door salesmen, no premiums, no pressure methods, 
highest among news magazines in percentage of circulation acquired 
by mail to publisher and by newsstand sale. This type of circulation 
assures thorough readership, better visibility for advertising. 
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Longest continuous circulation growth 
Only news magazine to have steady gains in circulation for 18 
consecutive six-month periods. 


Largest growth in advertising pages 
Advertising pages in 1958 were more than double the number 
carried in 1950—largest page gain of all news magazines. 


First in advertising pages directed to 

business and industry 

Has carried more pages of business and industrial advertising than 
any other news magazine for the last six years. 


Publishes more news pages than any other news magazine, with 
resulting highest visibility for advertising. 


Q Highest visibility for advertising 
Biggest impact on important people 
Key people in business, industry, finance, government and the 
professions consistently name it more often than any news or man- 
agement magazine as most useful to them in their work, and the 


one in which they place most confidence. 


A MATTER OF RECORD—AII information in this advertisement, either stated 
or implied, is based on information of public record or actual research. The de- 
tailed sources are always available on request. “U.S.News & World Report” 
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‘The advertising rate base for 
4 Sy | “U.S.News & World Report” in 
5 Tall 1960 is 1,150,000 net paid 
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Here is quantity circulation of the highest quality —available at lowest per- 
thousand costs in the field. Here is a concentration of key people who read 
*“U.S.News & World Report” week after week for the important news — the 
news they use in their business plans and decisions, in their family plans and 
decisions. Here, for every national advertiser, is a rich concentration of best 


customers and best prospects. You can profit by advertising to them — now 
and in 1960. 


CIRCULATION GROWTH LOWEST PAGE COST 
| 1,150,000 $8.50 = 
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1947 1960 
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IMPACT ON IMPORTANT PEOPLE 


How key leaders rank the news and management magazines “‘most useful to them in their work.”’ 


Bec eCN 


RF 


SU News & odd Report iii aera eee ae 236.4. °/ 
Management Magazine 2 TT 21.8%, 
News Magazine D A 18.9 °/, 


wg ‘gos 
: : “jy lg sg» 
News Magazine ( AT 1.0.40/, neta 


; Based on 19 different surveys of more 
Management Magazine 3 NN 7.1%, than 161,000 key leaders in business, 


: e industry, finance, government and the 
Management Magazine 4 GM S.4°%, professions. Research reports on request. 
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Your agency has the facts as they relate to your market and your advertising objec- 
tives, based on public records or sound independent research. The detailed reports 
are always available at our advertising offices—45 Rockefeller Plaza, New York 20, 
N. Y. Other advertising offices in Boston, Philadelphia, Pittsburgh, Cleveland, 
Detroit, Chicago, St. Louis, Los Angeles, San Francisco, Washington and London. 
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av Storer to Adopt Qualit control groups, to be directly re- 
Ss e Magazine | eeannaa eam tm Plan | sponsible to vps in charge of radio 
Postpones Debut and tv programming at Storer’s 


A new method of insuring bet-|}ome office, will give daily reports 


New York, Dec. 8—Save, quar | control of program material|5, al) types of programs broad-| 


terly, digest-size, merchandising |Fo@dcast on stations on a contin- _cast over the Storer stations. 
magazine, intended to specialize in UiN8, day-to-day, hour-by-hour | 
coupon and contest advertising | P@Sis is being installed by Storer’ Atlas Advertising Moves 

(AA, Sept. 14), which was sched-| Broadcasting Co., Miami Beach.| atjas Advertising, Brookline, 
uled to launch its first regular is-|The plan, to be known as quality | wass., financial advertising agency, 
sue in April, 1960, will not come| control, will be instituted as soon| has moved into its new office 
out as scheduled. as proper personnel can be se-| building at 481 Harvard St., Brook- 

At the office of Save, which is|lected and trained. The quality| line. 
owned by Rapid-American Corp., | 
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WOULD YOU PAY $6.00 FOR AN IDEA? 


You actually will get hundreds of ideas with Art Direction magazine. Its 
12 monthly issues are packed with illustrations of the freshest, best ap- 
proaches to advertising and promotion problems in all media. Only 
$6.00 for more than 1400 pages published annually. 2 years, $10.50. 


subscribe ART DIRECTION 


A25 19 W. 44th St., New York 36, N. Y. 


it was said that the project has not 
been dropped, but that it could 
not be brought out next spring on 
the basis originally planned. Hy 
Bernstein, vp and general manager 
of the proposed quarterly, was re- | 
ported to be in Europe. He is ex- | 
pected back in mid-December, it | 
was said, and no statement would 
be issued until his return. 


= From other sources it was 
learned that difficulties in distri-| 
bution were encountered, and that | 
several advertisers that had been 
expected to participate declined to 
do so. One source reported that the 
publisher faced a loss of $400,000 
on the first issue if he went ahead | 
as planned. 

Plans called for the spring issue 
to be distributed nationally to 25,- 
000,000 families in seven Tae | 
regions. 

Testing was conducted success- | 
fully last June when 83,000 copies 
were mailed free to prime shopping 
families in Fort Wayne, Muncie 
and Richmond, Ind., and coupon 
redemptions during the four weeks | 
of the test reportedly ran as high 
as 35% on several of the products | 
featured in the magazine. 


= Save was first proposed in mid- | 
1958 as a bi-monthly (AA, July 28, | 
58). It was intended to bow in 
March, 1959, but was postponed 
for further testing (AA, March 30). 
After the successful June tests it 
was announced that the first reg- 
ular issue would be brought out in | 
the spring of 1960. Now it has been 
postponed again, but the company | 
insists that it has not been dropped. | 


AB-PT Plans TV Network | 
in Central America | 

American Broadcasting-Para- | 
mount Theatres Inc. has announced | 
that preliminary steps have been 
taken toward the formation of a) 
television network in Central| 
America. A meeting of representa- 
tives from El Salvador, Guatemala, 
Nicaragua, Honduras and Costa 
Rica was held Dec. 2 in Guatemala 
City. 

Also attending the meeting were 
Leonard H. Goldenson, president of 
AB-PT, and Frank Marx, vp in 
charge of engineering of ABC. AB- | 
PT recently acquired a minority 
interest in Costa Rica’s lone tv sta- | 
tion, currently under construction. | 
The group invited Panama to join 
the network and scheduled another | 
meeting for New York Feb. 3-5. | 


Donnelley Moves in New York 

Reuben H. Donnelley Corp. has | 
moved its New York regional >| 
fice to 466 Lexington Ave. Yorke 
Publishing Co., business paper pub- | 
lisher, recently purchased by Don- 


nelley and operated as a subsidiary, SOME PEOPLE WILL NEVER SELL MORE IN PEORIA 


will continue in its present office 
at 11 E. 36th St. Donnelley, in ad-| 


dition to directory and magazine | Big-spending Peoria is an isolated mountain of buying potential . . . beyond the reach 


publishing, provides extensive | 


services to clients in the fields of of multi-papered Chicago or St. Louis. One paper saturates this rich 


direct mail advertising, directory | 
delivery and merchandising, and 


tee nant market and even reaches out to prosperous counties beyond. So while you're busy 
maintains 65 branch offices in the 


US. Its main office is in Chicago. | 


Samuels Joins Knomark as VP | 


| scaling the Matterhorn hand over hand, remember that once in a while you'll 


ilies’: Matin. Midian eo. find a Pike's Peak with a road all the way to the top! 


partner and account supervisor of | 
Gordon Best Co., Chicago, has been 
appointed vp in charge of market- 
ing of Esquire boot polish at Kno- | 


| PEORIA JOURNAL STAR 


mark Inc., New York, wholly-| O'MARA & ORMSBEE, INC. national representatives 


owned subsidiary of Revlon Inc. 


The position is a new one. New York * Detroit * Chicago * San Francisco * Los Angeles 
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Unsubsidized and undominated, 


we are a corporation consisting 


only of those actively engaged in 
the achievement of elegance in photoengraved reproduction. 
Hutchings & Melville, Inc. Custom Photoengravers, 4043 No. 
Ravenswood, Chicago 13, Ill. Specializing in modern pre-cor- 


rection correlative to powderless etching of copper originals. 


Builder Uses Mail, 
Dailies, TV to Win 
Dominance in Area 


BALTIMORE, Dec. 8—It isn’t often 
that an advertising agency is able 
to build a small, local home im- 
provement company into a $100,000 
a year regional account, and with- 
out the use of so-called bait adver- 
tising. But that, according to Jack 
| Gerber, vp of Brahms-Gerber Ad- 
vertising, is exactly what has hap- 
pened with Zane Construction Co. 

The company was founded about 
ten years ago and grew steadily but 
| slowly until Brahms-Gerber took 
|}over the account four years ago, 
| Mr. Gerber said. “Then, through 
pron use of strong-sell newspaper 
| ads, seasonal tv and a consistent 
| direct mail program, the account 
|has grown to become the largest 
home improvement company in the 
| greater Baltimore area,” he said. 
| The bulk of the company’s pro- 


|posed 1960 budget of $100,000 is 


Any way you look at it Ben... 
in Detroit you know 

where you're going 

with WJBK-TV. 

They lead the 


market consistently. 


WJBK-TV gives you: 

* The CBS address for 1,900,000 homes. 
* 9 billion dollars of purchasing power. 
* The nation’s fifth largest market. - 


WJ B K-TV call Katz 
a STORER station 


National Sales Offices: 
625 Madison Ave., N.Y. 22 + 230 N. Michigan Ave., Chicago 1 
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SALES MAGNET—During the past six 
months, Zane Construction Co., 
Baltimore home improvement 
company, has distributed 300,000 
copies of this roto magazine to se- 


lected residential areas in Balti- 


more, 


earmarked for newspapers, with 
heavy concentration on supple- 
ments and r.o.p. color, Mr. Gerber 


| said. In addition, Zane will increase 
| its use of tv and direct mail. 


“Perhaps the most successful 


| business getter that Zane has used,” 


Mr. Gerber said, “is a special roto 
magazine, created by the agency, 
which is mailed periodically to se- 
lected residential areas in the city. 
About. 300,000 copies were printed 
in 1959. 


s “This has been one of the closest 
agency-client relationships I have 
ever experienced,” Mr. Gerber said. 
“The advertising, unlike most re- 
tail accounts, is planned for several 
months in advance. Each cam- 
paign lasts from six to ten weeks, 
and, surprisingly, keeps its pulling 
power pretty consistently through- 
out the period. Needless to say, 
much of the success of the adver- 
tising is due to the client’s willing- 
ness to try new ideas. 

“By carefully working out each 
approach,” he said, “Zane has been 
successful without using giveaways 
or gimmicks.” 

Earlier this year, Zane opened a 
Washington office because of the 
demand on the part of District of 
Columbia residents who had seen 
the company’s advertising in Balti- 
more media, or had heard about it 
from friends. 

“The Washington office met with 
immediate success,’ Mr. Gerber 
said, “and plans now call for the 
use of all three Washington news- 
papers, plus possible future use of 
tv and radio. 

“In addition, Zane will extend its 
operations into nearby Maryland, 
Pennsylvania and Virginia locali- 
ties after the first of the year, and 
will use the same _ advertising 
formula developed for the Balti- 


| more-Washington area.” # 


Norris, Fox Join BBDO 


E. E. Norris, former vp and di- 


‘rector of advertising of Calvert 


Distillers Co., has joined Batten, 
Barton, Durstine & Osborn, New 
York, where he will be assigned to 
account work. Mr. Norris’ post at 
Calvert, a unit of the House of 
Seagram, reportedly will be filled 
by Walter Houghton, who also will 
continue as ad manager for Calvert 


| Reserve and Carstairs White Seal 


whiskies. Quentin Fox, formerly 
account executive on M&M candies 
at Ted Bates & Co., has moved to 
BBDO where he will work on 
Lever Bros. business. 


Ysobel Sandler Adds Account 

University of Michigan Press, 
Ann Arbor, has appointed Ysobel 
Sandler Advertising, New York, to 
handle direct mail advertising of 
its textbooks to schools and li- 
braries. 
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Outdoor sells cars hard 
when and where the selling is good 


Auto makers take a back seat to no one when it 
comes to moving products. That’s why Outdoor 
advertising shows up so big in their media mix. 


Auto makers know Outdoor delivers more prospects 
at a lower cost per exposure than any other medium, 
Outdoor hits prospects wherever they drive... when 
they’re most receptive...in big full color. 


There’s no more flexible medium. Outdoor blankets 
the nation at new car introduction time. Then settles 
down for the long hard pull of year-round selling. 
And it’s quick on its feet... quick to change with the 
market situation. 


[es'}] OUT DOO 


Selective, hard-selling, big. These are the words for 
Outdoor. Ask anOAT man to show you how Outdoor 
posters, painted bulletins and spectaculars can sell 
hard for you...whether you sell cars, packaged 
products or soft goods. 


He'll put at your disposal all the research, planning, 
creative and merchandising services of Outdoor 
Advertising Incorporated—the national sales repre- 
sentative of the Outdoor advertising medium. 


Sales offices in: Atlanta, Chicago, Dallas, Detroit, Las Angeles, 
New York, Philadelphia, St. Louis, San Francisco, Seattle. 


ADVERTISING 
INCORPORATED 
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| YEAR ’60 IS GOING TO BE! 


WINTER 


OLYMPICS 


eit 


1960 is going to be a real summit year 
... momentous international parleys... 
the supreme contest in American politics: 
a Presidential election ... a year of eco- 
nomic challenge to the U.S. from both 
sides of the Iron Curtain...of a ruthless, 
unpredictable Red China... of medical 
researchers...of labor leaders...of outer- 
space maneuvering. 


America’s key management, technical 
and professional people will 
be getting the whole keenly- == 
told story... impartial, inci- | 

sive...in all 28 major fields Newsweek 
of interest ... week after 

week in Newsweek. HE 


The different newsweekly 
for communicative people 
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FOR EXECUTIVES 


The Cincinnati Executive Management Program 


The College of Business Administration, University of Cincinnati, Cincin- 
nati 21, Ohio, announces the Fifteenth Session of its Executive Management 
Program, March 6 through April 1, 1960. 


This Program will be opened for the first time to eligible participants 
throughout the Nation. Heretofore, it was limited to those living within 
commuting distance, since it was scheduled on three afternoons weekly 
over a period of three months. 


The gbjective of this Program is to develop and expand capacity for exec- 
utive action, and the staff is composed of leading educators, and outstanding 
business executives. 


Eligible participants are those executives sponsored by company or organ- 
ization funds and approved by the Admissions Committee at the University. 


Costs are $750 for each participant to cover tuition, text materials, and 
books. Cost of room and board will be governed by personal taste. 


Facilities include modern hotel rooms suitable to the tastes of individual 
participants, attractive dining area and adequate classrooms, coupled with 
recreational, educational, and cultural facilities of the University. 


For a printed descriptive brochure or further information write: The 


Director, Executive Management Program, Dept. AA, College of Business 
Administration, University of Cincinnati, Cincinnati 21, Ohio. 


Swigart & Evans Adds PR 
Swigart & Evans, a New Or- 
leans agency, has set up an af- 
filiation with Perret & Kalman, 
New Orleans pr organization, un- 
der which services of both will be 


be no change in ownership or 
management of either organiza- 
tion and they will continue to 
maintain separate offices and their 
own personnel. 


Penn Ventilator to Barkus 


Penn Ventilator Co., Philadel- 
| phia, manufacturer of roof ventila- 
tors and accessory products, has 
|appointed Barkus & Kaplan to 
|handle its product and corporate 
image advertising, effective Jan. 1. 
|The account was formerly handled 
|by Aitkin-Kynett Co., Philadel- 
|phia. Barkus & Kaplan has moved 
its offices to larger quarters in the 
Western Saving Fund Bldg. 


offered as a package. There will | 
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Information for Advertisers 


A market survey on the selection 
| and purchase of plumbing products 
| and equipment for non-residential 
buildings has been published by 
Architectural Forum. Copies are 
available from Nancy I. Williams, 
market research manager, Archi- 
tectural Forum, Rockefeller Center, 
New York 20. 


e “A. “color-in-action” study de- 
signed to measure the effect of col- 


| primarily with readership increases 
and the economy of color, has been 
published by the Spectator, Hamil- 
ton, Ont. Additional information is 
available from Peter Dunlop, pub- 
lic relations division, James Lovick 
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Friday After-Thanksgiving Day brought a new 
sales total to Rich’s, Atlanta’s largest department 
‘went well over the million mark.” 

For the past nine years the combined Thanks- 
giving Day edition of the Atlanta Journal and 
Constitution has pushed this citywide Friday sales 
event into greater sales heights. Money-spending 
momentum carried over into Saturday, making it 


This year the 180-page issue set a new high in 


retail advertising linage (total linage was 381,040 
lines). Atlanta merchants again announced the 


Circulation: 462,143 daily °* 
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annual After-Thanksgivi 
success. Christmas season 


Look at ATLANTA...population now ONE MILLION 


_ “e4 , eal é ‘ 
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One day, one store, one medium 
ONE MILLION DOLLARS 


ng sales a whopping 
in Metropolitan Atlanta, 


now one million population, is headed early toward 
becoming the busiest ever. 


Che Atlanta Zournal 


Covers Dixie Like the Dew 


THE ATLANTA CONSTITUTION 


The South’s Standard Newspaper 


Represented by Kelly-Smith Co. 


502,527 Sunday (A4.8.c. 9/30/59) 


or newspaper advertising, dealing | 


& Co. Ltd., 800 Bay St., Toronto. 


e A revised edition of “Fishing for 
Sales with the Right Bait,” giving 
facts about match book advertising 
and its benefits, advantages, econ- 
omy and sales making impact, has 
|been published by the Universal 
Match Corp. Copies are available 
from Shepard Henkin, director of 
advertising and sales promotion, 
Universal Match Corp., 400 Paul 
Ave., St. Louis 35. 

| 
e Advice on the proper mainten- 
ance and use of customer lists as a 
major source of sales is contained 
in a new booklet, “House Lists— 
Your Greatest Asset,” published by 
Planned Circulation. Copies of the 
booklet are available from Planned 
Circulation, 19 W. 44th St., New 
York 36. 


e A new 19l-page circulation 
analysis of TV Guide, based on its 
March 14 issue, has been published 
| by TV Guide. Included are tabula- 
tions by circulation by editions, 
| regions and states. Copies of the re- 
| port are available from Michael J. 
O'Neill, advertising director, TV 
Guide, Radnor, Pa. 


|e A comprehensive survey of radio 
| listening habits of housewives has 
been published by H-R Represent- 
|atives. The 10-page survey gives 
| information on when and how long 
| the housewife listens to her favor- 
| ite stations. Additional information 
|may be obtained from Don Soft- 
|ness, director of promotion, H-R 
| Representatives, 375 Park Ave., 
New York. 


e Marketing data covering the 
specialty lines handled by dealers 
in the flat glass, metal and allied 
industries are contained in a bro- 
chure, ‘Merchandising Magazine of 
the Flat Glass, Metal and Allied In- 
dustries,” published by Glass Di- 
gest. Copies of the brochure are 
available from Oscar S. Glasberg, 
publisher, Glass Digest, 130 W. 57th 
St., New York 19. 


e The “1959 Annual Summary of 
75 Housing Areas” has been pub- 
lished by Housing Securities. The 
18-page booklet gives information 
on the population and housing 
growth, economic indicators and 
mortgage activity in each area. 
Priced at $10, copies may be ob- 
tained from the research depart- 
|'ment, Housing Securities, 250 Park 
| Ave., New York 17. 


e A 13-page folder providing in- 
formation on its new editorial for- 
mat changes, market data on its 
audience, and details of its mer- 
chandising programs, has been 
published by Scouting. Additional 
information is available from 
Scouting, 2 Park Ave., New York 
16. 


e A data booklet defining the basic 
markets for engineering materials, 
forms and finishes, plus identifi- 
cation in the hard goods industries 
of the men who select and specify 
the engineering materials used in 
product design and manufacture, 
has been published by Materials 
in Design Engineering. Copies are 
available from William P. Winsor, 
publisher, Muterials in Design En- 
gineering, Reinhold Publishing 
Corp., 430 Park Ave., New York 22. 


Beals Promotes Digilio 

Beals Advertising Agency, Okla- 
homa City, has named Phillip R. 
Digilio director of media and re- 
search. Succeeding him as produc- 
tion manager is Charles W. Over- 
street, formerly production chief 
of Stamats Publishing Co., Cedar 
Rapids, Ia. 
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Wanted 
by “the agency that has everything” 


BBDO has 144 accounts. Mighty accounts like Du Pont and General Electric and U.S. Steel. Media accounts like CBS 
and Curtis and The New York Times. Package accounts like Luckies and Libby’s and Lever and General Mills and 
Campbell’s Soup and Schaefer Beer and Bristol-Meyers. High-flying accounts like Air France and Western Air Lines. 
The BBDO family includes Chiquita Banana and Hy Finn. It’s a two-car family: DeSoto and Valiant. It’s a big family. 
@ But there are over a dozen kinds of accounts we don’t have. They’re pictured above. ™@ If your product is here, we 
hope you'll remember us. ™@ “The agency that has everything” will give you everything it’s got. 


BBDO 


Batten, Barton, Durstine & Osborn, Inc. 


ATLANTA BOSTON BUFFALO CHICAGO CLEVELAND DALLAS DETROIT HOLLYWOOD LOS ANGELES MINNEAPOLIS MONTREAL NEW YORK PITTSBURGH SAN FRANCISCO SEATTLE SYRACUSE TORONTO 
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oung Chicago 
loves to buy... 


The young families are the big buying families, 
in Chicago as anywhere else. But nowhere else can you 
reach them more effectively. In Chicago, 


more young families read the Sun-Times than any other newspaper. 
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This Week in Washington... 


House Unit Scrutinizes 4 ‘Watchdogs’ 


Watching 60 U.S. Data-Digging Units 


By Stanley E. Cohen 
Washington Editor 

WASHINGTON, Dec. 
ernment collects and _ publishes 
more statistics than any other na- 
tion in the world. Sometimes, how- 
ever, we discover that not all gov- 
ernment statistics are as good as 
they ought to be, and that not all 


government statistical activity is as | 


productive as it ought to be. 

Some agencies methodically 
grind out ancient reports that have 
outlived their usefulness, while 
others are starved for funds. Even 
the business men who appreciate 
the importance of good statistics 
sometimes wonder whether anyone 
knows what is going on; and par- 
ticularly whether one government 


_ SS ed 


What makes 


NEW YORK 


10—Our gov-| 


|agency knows what the others are 


doing. 

All this is offered to explain the 
potential importance of a new de- 
velopment in the statistical field: 
The emergence of a congressional 
watchdog to watch the watchdogs 
already set up to guard against du- 
plication and waste. 


s Altogether, about 60 different 
agencies collect and publish infor- 
mation. Some are altruistic, like 
the Census Bureau, which collects 
information solely to publish it; but 
many do it purely as an avocation. 
As a by-product of their regula- 
tory function they accumulate use- 
ful information. They oblige the 
consumers of statistical information 


|by publishing it. 


But they aren’t 
always concerned with the way 
they word their questions, or even 
the quality of the information that 
results. 


In the face of such diffuse activ- | 


ity, duplication and quality varia- 
tions are inevitable. So, when the 


complaints get particularly acute, | 


|the obvious way out is to create a 


“watchdog.” 

To prevent the war effort from 
strangling itself in red tape, Con- 
gress invented this technique by 
passing the Federal Reports Act of 
1942, setting up an office of statis- 
tical standards in the Bureau of 


| the Budget. Through its control of 
| the purse strings, 


this “watchdog” 
is supposed to guard against dupli- 
cation, and senseless question- 
naires. 


s Asa counterpart watchdog, busi- 
ness men promptly set up an ad- 
visory council on federal reports. 
It organized a network of advisory 
committees, to tell the Budget Bu- 
reau whether a proposed question 
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retail sales! 


BIG? 


|joint economic committee 


Advertising Age, December 14, 1959 


form is in simple and convenient} program which need improvement. 
form. | Sometimes it has advised the sta- 
A few years ago, when com-|tistical people to take stock of 
plaints poured in that many of the| themselves. At other times it has 
government’s most important sta- | Supported requests for more money. 
tistical series were starved for| 
lack of funds, two other watchdogs|@ Yet, with all these watchdogs, 
took up stations. jthe House post office committee 
| has discovered that there is still a 
# A statistical subcommittee of the| need for a “safety vaive” for the 
made | business man who believes there 
some penetrating investigations of| are too many question forms and 
the government’s statistics. It in-| that they pry too much. 
duced the Budget Bureau to bang| As the congressional group 
heads together in an effort to get | charged with handling census leg- 
better cooperation among the com-|islation, the post office committee 
peting statistical agencies. At the! decided early this year to have a 


)same time it helped get money to! subcommittee under Rep. John Le- 


bring the quality of the work up to|sinski (D., Mich.) look into the 
the level that ought to be attained | complaints it receives about waste 
by a government. |in the government’s statistical pro- 
Also on the scene was the Fed-| grams. 

eral Statistics Users Conference, a The results are in, and it looks as 
relatively new group supported by|if the post office committee is in 
a variety of interests, including ad- | the watchdog business to stay. 

vertising and marketing groups in-| Despite all the other watchdogs, 
terested in good statistics. Through | for example, Rep. Lesinski found a 
its own investigations it focuses at-| green light had been given for an 
tention on portions of the statistical | annual statistical survey of mines, 
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counties that put the BIG in Big D! 


Dallas News Research Dept.; $.M., May 10, 1959 


THE DALLAS MORNING NEWS 


LARGEST CIRCULATION IN TEXAS 


CRESMER & WOODWARD, INC. 


* CHICAGO e« 


{ 


DETROIT 


e ATLANTA e« 


LOS ANGELES « 
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IN ALL PHASES of Dallas’ business, the extra comes 
from the surrounding Market Dallas counties. Out-of- 
county customers account for 25.4% 


© of Dallas County 


Only The Dallas News sells the larger, richer 
Market Dallas — both Dallas and the surrounding 


e National Representative 


SAN FRANCISCO 


oil wells and other mineral indus- 
“aged tries which was “unduly burden- 
m |some, not vitally needed by gov- 
=» |ernment and would not be used by 
| industry.” 


CS aa da ty wepigngs 


fem | ® Rep. Lesinski happily reported 
that in this particular instance he 
was successful in persuading the 
Bureau of the Census and the De- 
partment of Interior that the pro- 
posed annual survey could be elim- 
inated simply by adding a few 
questions to existing forms regular- 
ly filed on a voluntary basis with 
the Interior Department’s bureau 
of mines. 

Rep. Lesinski modestly empha- 
sizes that he has no intention of 
serving as a complaint bureau for 
business men perplexed by statis- 
tical requests which make no sense 
| to them. Nevertheless he acknowl- 
edges that there has to be some 
place where business men can go to 
get an answer when they feel they 
have a complaint in this field. 

Often the complaint exists be- 
,|cause the business man _ simply 
| doesn’t understand. For example, 
| Rep. Lesinski’s mail included a let- 
|ter from one business man who 
|said that the census of business 
| ought to be taken at the same time 

income tax forms are filed, because 
questions on both forms are so 
similar. In the same mail was a let- 
ter from another business man who 
said, “For goodness sake, make 
them postpone that census until 
after April 15. We are tied up on 
income tax forms now.” 


sd 


|@ Rep. Lesinski’s real amb‘tion is 
to serve as a follow-up squad for 
the Hoover Commission, breathing 
| down the necks of statistical agen- 
cies to make sure that they simpli- 
fy their forms, use efficient tabu- 
| lating methods and avoid unneces- 
|sary work and expense. 

However, Congress, like physics, ° 
follows certain basic principles. 
One of them is that Congress never 
knowingly neglects an opportunity 
to serve the taxpayers. 


= In serving as a watchdog over 
the watchdogs in the statistical 
field, Mr. Lesinski and his subcom- 
mittee will be in full tune with the 
spirit of our times. 

A generation or two ago, Con- 
gress created independent regula- 
tory agencies in an effort to see 
that public-interest-imbued indus- 
tries operate in accord with the 
public interest. Now we are in the 
generation of the congressional 
watchdog. # 


LOOKING FOR QUALITY? 


Your corporate story reaches top-level 
executives who make decisions con- 
cerning the “Hire of the Dollar’ in 
FINANCE magazine. Sold to top-level 
executives exclusively by subscription 
only. Write for brochure telling our 
“Quality Story.” 

FINANCE 
20 N. Wacker Dr. 

CE 6-63: 


Chicago, Il. 
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{ People are clamoring for the new 1960 automobiles, 
report dealers everywhere. And there are solid indica- 
tions that a boom lies just ahead in the months after 
the steel troubles have been cleared up. Dealers are 
confident—having had a taste of public interest and 
demand—that '60 will still be a BIG new car sales 
year! 


A selling dealer is a buying dealer, and AUTOMO- 
TIVE NEWS’ 14th annual National Automobile Deal- 
ers Association Convention issue is designed to put 
your important story in front of this influential group 
—right in the middle of a big-year buying atmosphere. 
It's the once-a-year issue that over 43,000 dealer-sub- 
scribers and industry executives look forward to for 


Big car year ahead 
B-I-G sales year 


NADA Convention and Show news important to their 
sales and service operations. \t's the big issue that 
did a big selling job for more than 140 successful 
AUTOMOTIVE NEWS advertisers last year. It’s the 
issue you can count on to reach thousands of dealers 
through extra show distribution of the weekly “News- 
paper of the Industry.” 


Use it to invite new-car dealers to your show booth; 
use it to re-sell your product or service to show-goers 
and stay-at-homes alike. Or, if you can't make it to the 
convention, use it to put your sales message where it 
will still be seen at show-time by an audience on the 
look-out for profitable ideas. 


To put your story in the NADA Convention spotlight, 


RESERVE SPACE NOW 
NADA SHOW ISSUE 
M Published: February 1, 1960 


Closing Date: January 19, 1960 


* * 
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The Newspaper of the Industry 


Survey Fi 


for YOU! 


contact your AUTOMOTIVE NEWS Representative 
for full details. But act fast—closing date is January 19. 


REPRESENTATIVES: 


NEW YORK: Edward Kruspak, Howard E. Bradley, Room 
707, 51 E. 42nd St., Murray Hill 7-6871 


CHICAGO: J. Goldstein, Bill Gallagher, Room 903, 360 N. 
Michigan Ave., State 2-6273 


DETROIT: R. L. Webber, William R. Maas, Roy Holihan, 
965 E. Jefferson, Woodward 3-9520 


SAN FRANCISCO: Jules E. Thompson, 681 Market St., 
Douglas 2-8547 


LOS ANGELES: Robert E. Clark, 6000 Sunset Blvd., Holly- 
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“BUSINESS PUBLICATION 
ADVERTISING HELPS US GROW 
FASTER THAN OUR INDUSTRY” 


“The most important function of advertising in our marketing plan 
is to inform present and potential markets of our developments,” 
states Heman R. Powers, Executive Vice President of Nalco Chem- 
ical Company. “Advertising in the leading business publications 
allows us to cover our markets quickly and economically . . . speeds 
our getting product data and samples into the field. Business publi- 
cation advertising is a key factor that has helped us to grow faster 
than the average for the chemical industry.” 


IF WHAT YOU MAKE OR SELL is bought by business or indus- 
try, you can ‘‘mechanize”’ your selling through consistent advertis- 
ing. You’ll cover markets faster and more thoroughly . . . inform 
the greatest number of prime prospects of your developments with 
maximum economy. More than a million key businessmen pay to 
read McGraw-Hill publications. By concentrating your advertising 
in the McGraw-Hill magazines serving your major markets, you 
will give your salesmen more time to make specific proposals and 
close sales. 


gx, McGraw-Hill | 
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McGRAW-HILL PUBLISHING COMPANY, INC., 
330 WEST 42nd STREET, NEW YORK 36, N. Y. 


6 STEPS TO 
SUCCESSFUL 
SELLING 


1 MORE ADVERTISING HERE MEANS RNS MORE SALES TIME HERE 
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Mr. Powers tours Nalco’s Plant 
#1 in Chicago with Donald Blake 
(right), Plant Manager. 
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Advertising Age, December 14, 1959 


. {in a diversified program. He is not} 
Adman in the News... Jack izard lining up with either the “inspira- 
tional” or the “nuts and bolts” 


school of copywriting. 
Detrorr, Dec. 8—A strong adver- | W. G. (Bill) Power, who is retiring ~~ vial s 


tising program in the automotive | after 10 years in the post (AA, Nov.|@ “I think Chevrolet and its agen- 
field should carry both a factual | 30). |cy, Campbell-Ewald, will continue 
and an inspirational tone, in the Mr. Izard, interviewed shortly | to produce examples of both types,” 
opinion of Jack Izard, newly ap-| after his arrival in Detroit, seemed | he said. “One is suited to the na- 
pointed advertising manager of| hesitant to enter into any discus-|tional general magazine field and | 
General Motors’ Chevrolet division.| sion of basic theories in auto ad-| the longer entertainment tv adver- | 
Mr. Izard has come back to Detroit | vertising at this early date—beyond | tising; the other to spot radio and 
from Peoria, Ill., to take over the| stating that he shared what is an|tv use—beamed at the individual 
job to be vacated Jan. 1 by dynamic | almost traditional Chevrolet belief | customer closer to the actual point 


Jack Izard 


of sale—and to newspaper use on 
the firing line, where sharp cus- 
tomer contact is sought.” 

Mr. Izard apparently feels infor- 
mational, factual advertising is 
most useful at the stage where the 
customer is actually warming up 
to make a purchase—perhaps after 
earlier influence to the point of 
inquiry through the more remote 
inspirationally toned message. 

My. izard is a veteran of the sales 
field at Chevrolet himself. He has 
had only three years of background 
on the division’s advertising staff— 
from 1956 until June of this year, 
when he was assistant advertising 
manager. His responsibility in this 
period was not in the field of me- 
dia, but rather in field relations— 
supervision of “Friends,” the wide- 
ly circulated Chevrolet magazine 
for owners; in used car advertising; 
and in special shows and Chevrolet 
training schools of various descrip- 
tions, including the advertising 
phase of a post-graduate school in 
a modern merchandising. 
ah 


= He spent the past six months in 
field sales, again, as zone manager 
at Peoria, IIll., an activity in which 
. he has lengthy background. He 
how to build a skyscraper started with Chevrolet in El Paso, 
Tex., in 1937, after graduation 
from Hardin-Simmons University, 
° as a parts and accessories repre- 
sentative. In 1942 he went into the 
Army and served until 1946 with 
Start with a single brick. Add another and another and the engineers, mainly on a team as- 
signed to special projects in Africa 
and southern Europe. His rank was 
technical sergeant. 
prs successful advertising, too. It’s particularly effective He rejoined Chevrolet again in 
the El Paso zone after the war, 
went to Dallas as zone manager in 
1949 and to New Orleans as assist- 
ant zone manager in 1953. From 
there he was called to Detroit in 
1956 to become assistant advertis- 
ing manager. 

Mr. Izard is married. Previously 
he and Mrs. Izard lived in Birming- 
ham, Mich., and he is again seeking 
a home there at present. The Izards 
have no children. # 


another. A continuily of bricks. You need continuity for 


with newspapers. Newspapers go into the same homes 
day after day, week after week. To tell, to sell, to keep sold. 
Because we believe so strongly in the value of 
continuity in advertising, we have pioneered a new 
frequency-volume discount plan to encourage 


advertisers to take advantage of the impact of continuity 


It offers discounts with no increase in existing rates. AMA Adds 3 U. S.. 
ae , a : : ian Chapter 
rhe Continuity-Impact-Discount pk: akes possible the One Canadian 

y p plan makes possible the ‘ion Auaeinemn Siaeaiing dante 
most effective use of newspapers. Let your national board of directors has ap- 
: proved the petitions of four new 
Branham Representative show you how C.[-. i , chapter groups based in Birming- 
; ' part ee y y 1-Dwill gel ham, Memphis, Portland, Ore., and 
increased advertising impact for you in the Louisville market. London, Ont., bringing its total 


number of chapters to 50. 

Officers of the Birmingham 
chapter include Forbes McKay, 
Keegan Advertising Agency, pres- 


ident, and Harvey C. Smith, Vul- 
The Conrier-Zournal can Materials Co., vp. Leaders of 
the Memphis group are Lester 
THE LOUISVILLE TIMES Clarke, Lester S. Clarke Asso- 


ciates, and Bob Hairston, Bob 
Hairston & Associates. Officers in 
Portland are George Short, Blitz- 
Weinhard Co., president, and Ho- 
mer Dalbey, Oregon State College, 
vp. London officers are Davis S. 
R. Leighton, University of West- 
ern Ontario, temporary chairman, 
and Larry’ Aranove, _ Field’s 
Clothes, secretary-treasurer. 


Trudeau to Street & Finney 

Lee Trudeau, formerly with Bat- 
ten, Barton, Durstine & Osborn, 
has joined Street & Finney, New 
York, as an account executive. 
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‘Tom Swift’s adventures in the Valley of Ten Thousand 
Smokes was a backyard barbecue compared to Frank 
Dufresne’s exploits in that region. Frank has travelled 
17,000 miles by dogteam across northern Alaska, tented 
out at 74° below zero, lived with Eskimos at the mouth 
of the Yukon. His research material was used as a basis 
for the first Alaska Game Law passed in 1925. He devised 
the method for counting brown and grizzly bears on 
Admiralty Island by making plaster casts of the bears’ 
individualistic paw prints. He discovered the first sea 
otter comeback off Amchitka. 


The name “Dufresne” is on the tentative list for one 
of the 94 counties to be formed in Alaska. It figures. For 
Frank is one of the great pioneers of our northernmost 
state. He was once mentioned for appointment as its 
governor. 


Krank has been a Field & Stream contributor since 
1922, its Pacifie Coast editor since 1950—one of Field 
& Stream’s “‘Mr. Authorities.” 


To get authority into your advertising you’ve got to 
have authority backing you up. That’s why for 48 
consecutive years more advertisers have placed more 
advertising in Field & Stream than in any other outdoor 
magazine. New record circulation guarantee in January: 


1,100,000. Average family income: $9,397. 


Te 


FieldeStream 


America’s Number One Sportsmen’s Magazine 
> 


A Viton Magazine 
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THE ADMIRAL AND SUNSET ARE OLD FRIENDS 


Fleet Admiral Chester Nimitz’s home-life has been 
reflecting Sunset influences ever since 1926. Mrs. 
Nimitz uses ideas from Sunset in planning menus and 
hospitality, the planting of their gardens, and many of 
the trips which she and the Admiral enjoy. She even 
keeps a scrapbook of her favorite Sunset ideas. 


Westerners who live with Sunset 
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AIRPLANE-MAKER IS A SUNSET BARBECUER 


Donald W. Douglas, Jr., president of Douglas Aircraft 
Company, is a handy man at barbecuing. His special- 
ties: wild game and zesty salads. Favorite recipe book: 
Sunset Magazine. He and Mrs. Douglas, Sunset read- 
ers for more than ten years, used Sunset ideas in plan- 
ning their barbecue kitchen, pool and gardens. 
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UNIVERSITY FAMILY PLANS ANOTHER SUNSET TOUR 


Mrs. Wallace Sterling, wife of Stanford University’s 
president, long ago started taking her children on trips 
inspired by Sunset, as part of their continuing educa- 
tion. Today her son is at school in Germany, but she 
and daughters Sue and Judy still go on exploring trips, 
with Sunset their favorite guide-book. 
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HAWAIIAN ISLANDERS LIVE WITH SUNSET, TOO 


Mr. and Mrs. Lowell Dillingham of Hawaii have been 
Sunset readers for more than 20 years. When Mr. Dil- 
lingham (fourth generation Islander) built beautiful 
$28 million Ala Moana Center, he himself took a major 
hand in planning its landscaping. (Sunset is Hawaii’s 
most popular travel and home service magazine. ) 
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ARIZONA GOVERNOR IS A SUNSET GARDENER OPERA STAR IS A SUNSET HOME-MAKER 


Paul Fannin never held public office until he was elect- Dorothy Kirsten in private life is Mrs. John D. French 


ed governor. It’s a job with little spare time, but, when- of Palos Verdes, California. Long-time subscribers to 
ever he can, Governor Fannin works in the gardens of Sunset Magazine, Dr. and Mrs. French have incorpo- 
his Phoenix home. He takes ideas from Sunset Maga- rated many Sunset ideas in their home, in their daily 
zine and Sunset Books, just as Mrs. Fannin does for living, and in their spacious gardens, where Mrs. 
her interests: home decoration and cookery. French herself does much of the planting. 


PEOPLE WHO LIVE WITH THE WEST’S OWN MAGAZINE 


What are Sunset readers like? True, not all are as well known as the ones 
pictured here, but they all share a common interest in the excitement of 
Western Living. This is what ties the knot between them and Sunset. 


Part of the excitement comes, of course, from living outdoors the year- 
around. Even in winter, in most Western areas, they’re still golfing, boat- 
ing, hunting, spending week-ends in the country. Taking trips to the snow 
— and to the desert. Cutting blooms from their gardens, and — yes, even 
barbecuing in the open air. 


The kind of living they enjoy has made the Region West of the Great Divide 
the fastest-growing in America. And it doesn’t take the newcomer long to 
discover that Sunset is its authentic and exciting text-book. As an ex- 
Minnesota couple said, “What Sunset has is what we came out here for”. 


The bond between Sunset and its readers is almost fraternal... and the 
fraternity is nearly 2,000,000 strong. They react to Sunset because it shows 
them how to enjoy the fullest in Western Living. And they react to Sunset 
advertisers, who supply the means for this special, zestful kind of living 
enjoyment. 


It’s something to think about if you market in the West or Hawaii, or any 
part thereof. 


THE MAGAZINE OF WESTERN LIVING 


LANE MAGAZINE COMPANY, MENLO PARK, -CALIFORNIA 
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| keting field. The Du Pont letter 


Nylon, Rayon Forces Gird for Bigger s::ive:°'sn" “senses, ‘paint by 
Ad Battle in Tire Cord Arena in 1960... «, »rvious ever, ates 
| page brochure, “Why the safest, 


(Continued from Page 2) | a basic material of many products, | 
individually—and by no means in- | 
effectually. But their methods are | phane, and the new Tyrex viscose 
different. | tire cord, moved into the rayon- 
nylon tire cord battle with a gate-| ang told why. as a manufacturer 
® The advertising program of Ty-| fold ad in Life, The Saturday Eve- of both ieee ok Shen yarn, it has 
rex Inc. in 1959 had a budget of | ning Post, Time and a page in the} elected to put its advertising and 
$1,500,000. This will probably be; Wall Street Journal and about a marketing support behind nylon. 
increased in 1960, Consumer me- | dozen automotive business papers. | . 
dia used included Farm Journal,| ‘“What’s behind the big battle 
Life, Look, Newsweek, The Satur- about tire safety?” the ad asks, 
day Evening Post, Time, and U. S.| and then spells out its interpreta- | offer—b juaciiinm 
’ — »xhaustive 
News & World Report. Also used | tion of the conflicting claims made | and anil ooo theet tests. 
were 17 business publications in | by and for Tyrex vs. nylon. | “It has been our policy,” the 


the automotive field, spot radio in| The ad, which attracted a lot of | company said, “to base our nylon 


| point, all the claims made for Ty- 


rex in the Rayonier ad. 
With a previous letter, dated 


also explained its advertising 


| “The decision to back 
| the letter said, “was dictated by 


. , an 4 | strongest tires are made with ny-| 
including photographic film, cello-| jon cord.” In that letter Du Pont. 


| Philosophy in regard to tire cord, | 


Fae a “os gaa en 


nylon,” | 


| the best research Du Pont had to | 
laboratory | 


a number of markets, and a great| attention and created a lot of ill| tire cord advertising on the best! 


quantity of publicity material. | feeling among nylon makers, was| technical facts available—facts de- | 


McCann-Erickson is the agency,| created for Rayonier by its agency, 


- aed | veloped in the laboratory and, as 
and its subsidiary, 


: . : Communica- Brooke, Smith, French & Dorrance. | experience with nylon increased, 
ered — ors, handles Tyrex | ’ , |confirmed by ‘on-the-road’ use. We 
publicity. * Du Pont reacted immediately | will continue to hold to this policy. 

Recently, Rayonier Inc., a lead-| with a letter to key executives in 


ing supplier of chemical cellulose, | the tire, auto, and petroleum mar-|® “Our consumer research shows,” | 


* 
URS7 
| 
... for tomorrow 
C ACH OWCEI 
Mr. A. T. Ofstie . . . Sales Director-East 
Mr. A. T. Ofstie, formerly of BUSINESS WEEK, joins QUEST as 
Sales Director-East . . . as of December 4, 1959. 
His offices will be located at 369 Lexington Avenue, New York 17 
.. + Phone Murray Hill 6-7738. 
Mr. Thomas Willson . . . Assistant to Sales Director-East 
Mr. Thomas Willson, recently with CHEMICAL PROCESSING, will 
assist Mr. Ofstie. 
Mr. Willson formerly engaged in advertising agency work, in editorial 
work with MODERN INDUSTRY and in advertising activities with 
leading manufacturers. 
QUEST Editorial offices in Washington, D. C. 
To accommodate QUEST’s growing editorial staff, new offices are 
being prepared at 1028 Connecticut Avenue N.W., Washington, D. C. 
Occupancy January 1, 1960. 
QUEST’s first issue is scheduled for Spring (April) 1960. The 
publication will be issued quarterly. 
For a ‘‘Progress Report” on this new concept 
in publishing, address— 
Q ...for tomorrow 
Putman Publishing Company 
369 Lexington Avenue 111 East Delaware Place 1028 Connecticut Ave. N. W. 
New York 17 Chicago 11 Washington 6, D. C. 
* . 
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RAV ONTETER 


RAYONIER ADS—Recent ads of Rayonier Inc., a leading supplier of 
| chemical cellulose, threw heavy support behind the Tyrex campaign. 


| 
| the Du Pont letter said, “that mo- 
|torists want maximum safety in 
tires. Increased safety is nylon’s 
primary 
continue to promote this feature 
in our consumer advertising. In 
|trade advertising, promotion, and 
| personal contact, we will not hesi- 


| tate to set the record straight by 


| 
| GET EXTRA BLOWOUT PROTECTION: i)105 bre core quore 


aganst the four kinds of unseen tire damage that can lead to sudder 


taiture: (1) heat. (2) bruising from bumps. (3) morsture. (4) flexing Nylor 


has lusting strength. can take the roughest use, gives many safe extra 


etreads. Nylon cord ties pay off in extra safety and economy Neat ume 


you buy truck or passenger car tres. get nylon. The extra dependability 


they offer is worth the little extra they cost 


auPOND 


DU PONT—Using direct mail to key 
executives in the tire, auto and 
petroleum marketing fields, E. I. 
du Pont de Nemours & Co. has 
been one of the major exponents of 
nylon tire cord. Batten, Barton, 
Durstine & Osborn is the agency. 


search methods. 

“Of course, Du Pont is not alone 
in reaching the conclusion that ny- 
lon makes superior tires. The 
great bulk of national advertising 
by tire manufacturers over the 
past three years,’ Du Pont points 
out, “has consistently featured ny- 
lon cord tires and their advan- 
tages—much of it using language 
similar to ours.” 

In addition to using direct mail 
to counteract Tyrex claims, Du 
Pont is a consistent user of busi- 
ness paper space in the automo- 
tive, tire and petroleum fields. 

Batten, Barton, Durstine & Os- 
born is its agency. 


# As previously mentioned, cur- 
rently about 98% of new pas- 
senger cars are equipped with vis- 
cose cord tires. But nylon cord 
tires account for close to 30% of 
1959 original equipment truck 
tire sales—up from approximate- 
ly 20% in 1958. Also, virtually 
all aircraft tires are made with 
nylon cord. 

In the replacement market, 
where both sides are concentrat- 
ing their forces, nylon apparently 
is gaining in sales. Sales of re- 
placement tires by fiber content 
over the past five years were: 


Year Nylon 
NEDO” Kexttersisicanans 20% 


Rayon 


80% 


contribution. We will | 


laying claim against claim with a) 
full discussion of our tests and re- | 


Brooke, Smith, French & Dorrance is the agency. 


1956 25 75 
1957 . 3 67 
BOE Seivasiaeeiienns 39 61 
WORF TE.) snc 42 58 


It is estimated that a total of 
74,000,000 replacement tires will 
be sold this year for passenger 
cars, trucks and buses. In 1958 
the total was 71,000,000. 


# The battle between the rayon 
and nylon people will probably 
become more intense during the 
1960s, with more companies and 
collateral groups joining one side 
or the other with fresh advertis- 
ing, promotion and marketing am- 
munition. 

Currently, while Allied Chemical 
Corp. (Fuller & Smith & Ross) and 


There's 
a change 
for the better in tires 


caprolan 


< 


NYLON—The fiber sales and service 

division of Allied Chemical Corp. 

continues to support nylon tire cord 

with ads for its Caprolan nylon 

fiber. Fuller & Smith & Ross is the 
agency. 


Chemstrand Corp. (Doyle Dane 
Bernbach Inc.) are not doing any 
extensive or concentrated advertis- 
ing on tire applications of nylon 
cord, both, reportedly, are planning 
more aggressive advertising for 
nylon tire cord in 1960. 

Both have been using consumer 
magazines, business publications, 
and some tv. And both expect to 
take a more active part in the ray- 
on-nylon tire cord battle during the 
coming year, but neither is ready to 
release its plans yet. # 


Endicott Names Morris 
Endicott-Johnson Corp., Endi- 
cott, N.Y., has appointed Louis G. 
Morris manager of advertising and 
promotion. Mr. Morris has been in 
the shoe company’s advertising 
department since 1950. Other ap- 
pointments made at the same time 
include John K. Madden, product 
planning director; Jack Feeney, 


special services manager; W. How- 
ard Hall, manager of sales fore- 
casting and analysis; and Robert 
Dowd, marketing research mana- 
ger. 
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The Readers Chotce 
THE JOURNAL-AMERICAN HAS 


CIRCULATION EVERYWHERE THAN ANY 
OTHER NEW YORK EVENING PAPER 


118,000 MORE THAN THE THE W-T-S - 243,000 MORE THAN THE POST 


Whether you're looking for the greatest total circulation the largest audience of women or of car-owning families... 
or the highest circulation in certain areas...whether you any way you look at it, the Journal-American comes out way 
want more readers or more families with purchasing power, on TOP in the evening field. See the figures below: 


*® MORE rorat CIRCULATION "MORE city ciRcULATION 


** MORE suBURBAN CIRCULATION "MORE westcnester COUNTY 
CIRCULATION 


2nd Eve Ind Eve 2nd Eve iid Eve 2nd Eve 1d Eve 2nd Eve ind Eve 
Paper Poper Paper Paper Paper Paper Paper Paper 
Sue Gre pee wad meet Sense tor mente entee Woceh ti eae RO Pe ana ae ae Chote drown to ceole and bored on sotuel lor-down 


figures from A.8.C. reperte for year ended 9 20 58 


*® MORE surrouK COUNTY CIRCULATION 


2nd Eve 
Pape: Did E 2) 
ee 


Charts drawn to scale and based on actual lay-dewn 
figures from ABC reports for year ended 9 20 58 


*® MORE Nassau COUNTY 
CIRCULATION 


2nd Eve 3id Eve 
Paper Paper 


Charts drawn te scale and based on actual ley-dewn 
figures from ABC. reports for year ended 9 20 58 


*® MORE suBurBAN LONG ISLAND 
CIRCULATION 


J 
*® MORE supurBaN NEW JERSEY 
CIRCULATION 


2nd Eve Sd tee 
Paper Paper 


Charts drawn to scale and based on actual lay-down 
figures from ABC. reports for year ended 9 20 58 


2nd Eve id Eve 
Paper Paper 


Charts drawn to scale and based on actual lay-down 
figures from ABC. reports for year ended 9 20 58 


*® MORE Hupson county *® MORE UNION COUNTY CIRCULATION 
CIRCULATION 


2nd Eve 2nd tve 
q Paper | hd Eve] , Poper fog Eve 


Charts drawn te scale and based on actual ley-dewn Charts drawn te scale and based on actual lay-down 
figures from ABC. reports for year ended 9 20 58 figures from ABC. reports for year ended 9 20 58 


*® MORE Passaic county 
CIRCULATION 


2nd Eve rd Eve 
Paper Paper 


Charts drawn to scale and based on actual lay-down 
‘iqures from ABC. reports for year ended 9 20 58 


*® MORE BERGEN COUNTY 
CIRCULATION 


2nd Eve 

Paper { 3rd Eve 

Charts drawn to scale and based on actual lay-down 
figures from ABC. reports for year ended 9 20 58 


4, 
= MORE EXctusive READERS 


2nd Eve iid Eve 
Paper Paper 


Charts drawn to scale and based on figures from 
Profile of the Millions” by the New York Daily News—i958 


*® MORE READERS IN THE TOTAL 
METROPOLITAN AREA 


*® MORE FairFie.D COUNTY 


*® MORE Women READERS 
CIRCULATION 


2nd Eve id Eve 
Poper Paper 


Charts drawn te scale and based on figures from 
Profile of the Millions” by the New York Dally News—i 058 


2nd Eve, 


Paper [3r4 Eve 


Charts drawn te scale and based on actual lay-down 
figures from A.BC. reports for year ended 9 20 58 


and Eve 3rd Eve. 
Paper Paper 


Charts drawn to scale and based on figures from 
Profile of the Millions” by the New York Daily News—i956. 


fe 
*® MORE READERS WITH FAMILY 8 MORE READERS IN HOME.OWNING 78 MORE READERS IN CAR-OWNING FAMILIES I "MORE READERS IN FAMILIES WHOSE 
INCOMES OVER $5,000 FAMILIES CARS WERE NEW WHEN 


PURCHASED 
and Eve ind Eve. 2nd Eve iid Eve 2nd Eve iid Eve. and Eve, hid tve 
Paper Poper Paper Paper Paper Paper Paper Paper 


Charts drawn to scale and based on figures from Charts drawn te scale and based on figures from Charts Grows te soale and Based on figures trom Charts draws te scale and based on figures trom 
Profile of the Millions” by the New York Daily News—i9se “Protite of the Millions” by the New York Dally News—igse. Profile of the Millions” by the Mem Very Gally Newe-—iese. Profile of the Millions” by the New York Daily News--isee 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE INC.—410 PARK AVE., N.Y.C. PLAZA 2-0200 OFFICES IN PRINCIPAL CITIES 
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Rippolite Moves to Stebbins ee ee Oe cee conned 


Rippolite Plastic Products, Bur- 
OR os RSs ae | ER fo ee bank, Cal., manufacturers of piao-| 

= : “ tic structural panels for home and 
industrial use, has appointed Hal 
Stebbins Inc., Los Angeles, to| 


Dene tee Oeaegned Se fewest tapeyatte ‘ewe Pree tes ce 


ufacturer of women’s professional | 
apparel, and White Rock Uniforms 


handle its advertising. Philip J.| 
% Meany Co., Los Angeles, is the) 
Be B. Buy previous agency of record. | apie Sa, 
3 ore YY) ) A HERE’S YOUR CHANCE TO OWN THE BEST 
ae Charles J]. Charney Adds Two — pppoe erated oar _ 
| IN WEST VIRGINIA Is Uniform Guild, New York, man-|’ ——_— 


Inc., Rockville Center, N. Y., have 
switched their consumer and trade 


advertising from Shevlo Inc., New 


York, to Charles J. Charney & Co., 


larleston 7A. aS ee New York. 


(iazette es Baily es | | | Davis Joins VanSant, Dugdale 


Robert Davis has joined Van- 
Sant, Dugdale & Co., Baltimore, in 
the new post of broadcast copy 


RUGGED—Buffalo Forge Co., Buffa- 
lo, used this consumer-type ad in 
with Ketchum, MacLeod & Grove, Steel for its Broil-Air charcoal 
Pittsburgh. broilers, calling attention to the 
el fact that the broiler is “ruggedly- 


supervisor. Mr. Davis was formerly 


built like ‘Buffalo’ fans, blowers,” 
etc. Buffalo offers the broilers in 
a special pre-Yule discount to its 
friends throughout the industry. 


What’s Strong” 
in the 
chains? 


Don’t Smear Whole 
Ad Industry for 
Sins of Few: AIA 


Detroit, Dec. 8—In view of the 
growing criticism of advertising as 
an industry, the board of directors 
of the Assn. of Industrial Adver- 
tisers meeting here last week stated 
that it is firmly opposed to any 
attempt to characterize all of ad- 
vertising by the shabby and ir- 
responsible standards of a few. 

To blacken all of advertising 
with broad strokes, said the as- 
sociation, is to fail to understand 
the useful and vital role of adver- 
tising in our present economy. By 
far the greatest part of advertising 
is straight-forward, factual and 
constructive, the board said. 


® Industrial advertisers in par- 
ticular resent indiscriminate con- 
demnation, the board said, because 
they have long been aware of, and 
practiced, a truism of industrial 
advertising: Don’t fool the buyer. 

Clear exposition of fact, honestly 
and convincingly presented, is 
powerful communication, the as- 
sociation directors stated. Each 
year, constructive and informative 
advertising to business and in- 
dustry is moving vast quantities 


Scripps-Howard’s 13th annual 


s s 
- - of industrial goods to the profit of 
city by city report both the maker and the user, the 
# 
focuses on chain grocery stores ne ee 
ie Westminster Sets 
The 1959 survey, now available, is different. It concen- are reported, in 71 product classifications. Some examples: 

trates on the chains—to reflect the change in marketing baking products, condiments, beverages, juices, soaps, Bankruptcy Plea 
habits of millions of consumers. In some cities, the corpo- cleansers, paper products, foils, insecticides, pet foods. New Yorn, Dec. 8—-Westminster 
rate chains now account for as much as 80% of the total Since the 12 participating Scripps-Howard papers are in Recording Co. and its three sub- 


retail grocery store volume. By concentrating the survey cities across the country, the survey gives a fair national 
field work in the chains, we are able to provide an picture of product availability. untary proceedings under Chapter 
excellent check of the brands available to the consuming 11 of the Bankruptcy Act, with a 
public in the 12 cities surveyed—and one which is con- How is your brand doing? Your competitors? plan of settlement to be submitted 
sistent, city-to-city. , later. 

" ’ Here's how to get your free copy, and see! Westminster Recording Co. 
manufactures and sells records and 
tapes, primarily in the classical 
music field. Its subsidiaries are 


sidiaries have filed separate vol- 


bik, 
= 
a 


71 classifications—12 cities—chain by chain 


The survey reports distribution of brands, chain by chain. 
All brands found are listed, including private labels. New 


Even some of the strongest brands have weak markets— 
with this survey, you see where. For your free personal 


ds Ie \ copy, contact your nearest Scripps-Howard representative Westminster Stereo Corp., which 
York City is the one exception, where a percentage of or write the Business Promotion and Research Depart- manufactures and sells records and 
distribution for all stores is reported. Thousands of brands = ment, 230 Park Avenue, New York 17, N.Y. tapes, and two sales organizations, 


Westminster Recording Sales Corp. 
and Whitehall Records. 


s Estimated liabilities for the four 
a companies totaled $2,478,339, while 
assets were at $2,630,160. Some of 


the largest creditors as of June 30 


were RCA Victor, Columbia Rec- 

ords, Abbey Record Mfg. Co. and 

NEW YORK . World-Telegrom & The Sun COLUMBUS . . . Citizen-Journal DENVER. . Rocky MountoinNews EVANSVILLE... .. . Pre Peerless Album Co., which had 
oS) Sear Press CINCINNATI . . Post &Times-Stor BIRMINGHAM. . . .Post-Herold HOUSTON. ..... . Press pressed records for Westminster 
PITTSBURGH ©... Press KENTUCKY . . .Kentucky edition MEMPHIS... . Press-Scimiter FORT WORTH... . Press and its subsidiaries. Approximate- 
INDIANAPOLIS .. 2. 2... Times Cincinnati Post & Times-Star MEMPHIS. . . Commercial Appeal ALBUQUERQUE. . .. . Tribune ly $22,500 was owed to the agency, 
SAN FRANCISCO. . New:-Coll i KNOXVILLE. . . . News-Sentine) WASHINGTON... . News EL PASO..... Herald-Post Wexton Inc., as of June 30, but the 
General Advertising ah, -< HED Dat ett, Mn tee Ses Reeeiines ten banat amount has been reduced to about 
. 2 eclee Botvelt Cincinnatl Philadelphia Bellas $4,000 now, an agency spokesman 


said. # 
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{ How long since you checked the 
market facts on carGary ? 


——— 


st 


¥ 
03 
t 


es es | tales 
1h) T** eee wee 
Bets 3 


Calgary —1897. Action at the fast-moving Calgary Stampede, Booming growth... an aerial view of downtown Calgary. 


Test your knowledge with this "MARKET QuiIz”’ 


QUESTION 


Calgary's population has increased by 
(a) 10%, (b) 49%, (c) 70% since 1951? 


QUESTION 


The buying income in Calgary in 1958 
was (a) $325,322,000, (b) $400,000,065, 
(c) $365,821,0002 


QUESTION 


THE CALGARY HERALD now has a total 
circulation of (a) 70,621, (b) 61,525, 
(c) 72,6542 


yi ANSWER ANSWER ANSWER 

i You've rung the bell if you picked (c). Again you win with (c). Calgary's buying If you chose (a) you are absolutely right. 

f Calgary's population has mushroomed to income in 1958 was $365,821,000. THE CALGARY HERALD'S circulation has 
it) 236,500, according to preliminary results kept pace with population growth and is 

i of the 1959 official civic census. This figure now 70,621. 

represents a 70% increase since 1951. 

i 

i 
by! 
i" If you weren’t sure of the. questions above, it’s probably time to 

4 take a good, long look at Calgary. Things have changed ! The facts 

i 

ht, prove Calgary to be an increasingly important market for whatever 

i) you have to sell ! And the way to reach it is through THE CALGARY Free information on 

% HERALD—the medium the local merchants use. They know just Caigary’s Multi-Million 
at how effective the Herald is in reaching all the people and selling Dollar Market 
My them! The Calgary market is important to you. Sell it through Calgary is an important market. For : 
i THE CALGARY HERALD often! $250,082,000, and the average household 
> income is $5,663. 
rd Source: Copyright 1959, Sales Management Survey of Buying Power, 


These statistics, as well as many other 
important facts, are included in Southam 
Newspapers’ “Annual Report of 1959 
Market Data,” Calgary Edition, a copy 


further reproduction of which is not licensed. 


UNITED STATES GREAT BRITAIN ¥ of which is yours for the asking. Veritably 
CRESMER BWOODWARDINC, —F. A. 7 > aerename ‘by a mine of information on the Greater 
NEWYORK DETROIT CHICAGO, a... em YOU GET ACTION WHEN YOU ADVERTISE IN 


Calgary Market, it is a report that can be 


THE CALGARY HERALD of the greatest assistance to you in plan- 


eatin saci ning your advertising campaigns. Ask 
ed Sa r : your Southam representative for a copy 

sas a UNIVERSITY AVE, = “io QUEURY s ~ One of the Eight Southam Newspapers in Canada or write to any Southam office. Discover 
wien aieatens on , just how much Calgary can mean to you. 
Reach it best through THE CALGARY 
HERALD. 


SAN FRANCISCO 


LOS ANGELES, ATLANTA LONDON, E.C. 4, ENGLAND 


Other Southam Newspapers are: 
THE OTTAWA CITIZEN «¢ THE NORTH BAY DAILY NUGGET + THE HAMILTON SPECTATOR «+ THE WINNIPEG TRIBUNE 
a THE EDMONTON JOURNAL + THE MEDICINE HAT NEWS «+ THE VANCOUVER PROVINCE* *Published for Pacific Press Ltd. 
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HE’S A MAN IN SEARCH OF ~ ©. 
SUPERLATIVES sc: reer. rues 20cm 


Parker commenting on James Purdy’s new novel, Malcolm. “Greatest on 
earth.’’ That’s Joseph Wechsberg writing about France’s gift to gastronomy, 
La Pyramide Restaurant. “Sumptuously fantastic.” That’s Dwight Macdonald 
reviewing the late Sergei Eisenstein’s last film, [van the Terrible, Part Il. And 
if all three critics go somewhat overboard, they should. For enthusiasm is a 
profitable commodity. Month after month it’s bought by a man who’s deliber- 
ately shopping for the unequivocal—the best, the finest, the masterpiece. This 
is the man who reads Esquire. He’s the man who’s long since arrived at a point 
of comparative security. His job is as solid as jobs ever are. There’s a balance | 
in the bank. Now he’s ready for the superlative experience. The pleasures | | _ 
that fiction, food, films have to offer. Thrills from sports, travel, music, ? 
clothes, liquor. And he looks to Esquire to strain out the ho-hum and serve up 

something unique. The ideas that seem most challenging. The products that | ait! 
seem most rewarding. Suggestion moves him to action, too...as many a happy a i 
advertiser is discovering. Convince him it’s fun to own “the latest”, and he’ll din 3 
trade in a perfectly good hi-fi set for stereo. Whet his appetite for “the best”, 
and it won’t take a wedding or New Year’s Eve to make him uncork champagne. 
Give him a yen for “the newest’’, and he’ll broaden the whole travel season by 
waiting to take off for Europe until everyone else has returned. Tell him the 
ne plus ultra of the experience you sell...When you’re talking about a product 
whose benefits are beyond compare, superlatives come quite naturally. And 
since Esquire is where 848,000 men expect the superlative, what better place 
to say “it’s the most”? 
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CUSTOM MADE 
ONLY$ 
*SWINGLES are swinging jingles that SELL! 
They're created exclusively for you by the Jingle 
Mill to move your product or win loyalty for your 
Station. 
SWINGLES are so good, 800 top advertisers and 
stations have bought over 10,000 of them, with | 
8 98% re-order record. Bachelder Robertson Ziegenhagen Winick Crossley Snyder 
Put this record to work for you, Write, wire or call 
INDUSTRIAL AD GrouPp—Industrial Advertising Research Institute has chairman of the project council; M. E. Ziegenhagen, Worthington 
ye THE JINGLE MILL | released its new report on “Motives in Industrial Buying” in New Corp., chairman, IARI; Dr. Charles Winick, pyschologist, IARI tech- . 
York. Responsible for the report are Dr. Joseph E. Bachelder, man- nical advisory council; Archibald Crossley, Stewart, Dougall & As- i 
wien director, IARI; George M. Robertson, General Electric Co., sociates; Harold Snyder, Arcos Corp. : 
— f 
\‘This Week’ Names Three Co., New York, and will continue . s 
This Week Magazine, New York, to serve = marketing director for | HP. Wilson Predicts ; 
has appointed the following men its parent company, Unite ar- " 
PACKAGED PROMOTIONS to new posts in its promotion de. bon’ Co, New York. Mr. Bump, New Type Account: | 
fae nt: Richarc e, rly | Who was president of Union Paste #20 
Servicing more pith Life, engl Bye rire Co. before joining United Carbon Political Careers 
than 1700 radio stations |tations and sales service; Michael |i" May, will direct all marketing] Los ANcELEs, Dec. 8—“‘Admen \ 
more than Lannon, formerly ad manager for | @¢tivities. do a tremendous job of selling for 
8000 disc jockeys |WRCA-TV, takes charge of direct | . others, but are most inarticulate j 
‘mail; and William J. Thompson, |Lando Names William Scherb | when selling themselves, and have ! 
| with This Week for the past seven| Lando Advertising Agency,|failed to defend themselves 
low cost presen, becomes copy chief. 'Pittsburgh, has named William I.| against recent legislative restric- t 
proven ce |Scherb director of marketing. Mr.|tions” declared Rep. Bob Wilson k 
AL PETKER/GIFTS FOR LISTENERS United Carbon Names Exec VP|scherb previously served in ac-|(R., Cal.), who is also an adman 
Morrison M. Bump has been |count management in Lando’s in-|and partner in Champ, Wilson, 
Beverly Hills elected exec vp of United Carbon | dustrial advertising division. Slocum, San Diego, speaking be- 
fore the Advertising Club of Los 
Angeles last week. { 
He pointed to such governmental 
: t 7” trends as limiting the use of adver- 
i ac % tising cost as tax reductions, bill- 
These people KNOW t board controls on federal highways 
—_—_—— about and moves to limit the public’s 
“ “right to buy as it sees fit.” 
the Selling Power PAXTON c. JUDGE ROANOKE ; 
4 Vice-President, Roanoke Division ® His answer to this would be to 
THE KROGER COMPANY ’ set up some sort of congressional 
of ROANOKE “We consider The Roanoke Newspapers NEWSPAPERS lobby of agencies, media and ad- 
basic in advertising fer, food sales in 


Western Virginia, vertisers to look after their interest. 


Rep. Wilson also said he foresees 
an enlarged role for advertising 
men in the election of political can- 
didates. In his opinion, instead of 
just handling specific campaigns, 


16-County Primary 
MARKET 


ROANOKE NEWSPAPERS’ | 
COVERAGE (nearly 94,000) 
Metropolitan area 


NEWSPAPERS 


irginia’s 3rd 


NORMAN R, McVEIGH 

President 

MICK-OR-MACK STORES CO., INC. 

“Coverage of the two Roanoke News- 

papers ia ideal for 25 of our storea in 13 

counties, although some of | these stores 
are 200 miles apart... . 


agencies may well handle political 


; careers. “Agencies generally come 


- ‘ en oe in too late,” he said. He maintains 

: La rg est oom - = —— citles on effective campaigns are continuing 
, efforts with candidates promoting 

Primary Ma rket .) R. E, FOUTZ a — 61% themselves in the same manner as 

’ Secretary-Treasurer and Manager products are promoted. “There is 

Is Blanketed by ROANOKE GROCERS, INC. po eo HALF-BILLION-DOLLAR. \ tag cnr fh nome aia analy 

“Wh think of basic coverage for : Pe dh 

the Roanoke nearly 100 stores, we look first to, The with 552,000 people. r good business technics for political 
Ne s apers # Times and The World-News. .. . Size ge omg the i — as ‘ 
w gh Lae is done with products. ere’s a d 

P of Roonoke Newspapers’ Primary saying in politics that elections are 

Market — 16 counties — 7,516 sq. . f 

F. W. JOSEPH miles — 2nd in State — 71st in won in off years, because at that i 


with average per family annual 
food sales at $949, right in 


the norm, this is an ideal 


TEST MARKET 


1, Isolated, natural geographical 
barriers 


side media 
3. Self-contained 
. Diversified industry 10 
5. Representative population 


6 
7 
2. Minimum penetration of out- 8 
9 


= 


“Better Meals Build Better Families” 


. Ideal size, metro area 160,000 
. Good distributive outlets 
. Superior newspaper coverage 


. Diversified media, 6 radio, 
Y 2 TV stations 


. Right on the national norm 
in per family food sales, $949 


” ‘Total Selling’ Means Better Sales.” 


Home of the New Norfolk and Western Railway 


~ THE ROANOKE TIMES and — 


District Superintendent 
COLONIAL STORES, INC. 
“The bulk of our annual advertising 


investment in the Roanoke market goes 
to The Times and the World-News. .. . 


LOOK AT THIS 
COVERAGE 


61% 
95% 
100 


in 16-County 
Primary Market 


in 61 Principal 
Cities and Towns 


in Roanoke 
© Metropolitan Area 


Nation. 

HOUSEHOLDS: 

75th in Nation, with 141,700. 

NET BUYING INCOME: 

80th in Nation, with $725,342,000. 
CONSUMER SPENDING UNITS: 
77th in Nation, with 162,200. 
RETAIL SALES: 

86th in Nation, with $464,390,000. | 
FOOD STORE SALES: 

84th in Nation, with $111,660,000. 
EATING & DRINKING SALES: 
104th in Nation, with $23,046,000. 
GEN. MDSE. SALES: 

77th in Nation, with $63,074,000, 
APPAREL STORE SALES: 

92nd in Nation, $25,390,000. 
FURN. HSLD. & APPL. SALES: 

89th in Nation, with $23,904,000. 
AUTOMOTIVE SALES: 

82nd in Nation, with $89,602,000. 
GAS SERVICE STATION SALES: 
79th in Nation, with $43,324,000. 
BLDG. MAT. & HDW. SALES: 

107th in Nation, with $26,762,000. 
DRUG STORE SALES: 


——— 


time you are not suspect,” he ob- 
served. # 


Buell Named Marketing VP 
‘Victor P. Buell, for the past five 
years manager of the marketing 
division of Hoover Co., North 
Canton, O., electric appliance man- 
ufacturer, has joined Archer-Dan- 
iels-Midland Co., Minneapolis ag- 
ricultural commodities processor, 
as marketing vp. He will be re- 
sponsible for long-range business 
planning, economic evaluating and 
corporate marketing analysis. 


Barton to Launch Campaign 
Barton Distilling Co., Chicago, 
will launch a major newspaper ad- 
vertising and sales promotion drive 
for its Old Barton, eight-year-old 
straight bourbon whisky, in 1960. 
The campaign will be started in 
the eastern and southern markets, 
to be followed in the midwestern 
and far western. Stern, Walters & 


THE ROANOKE WORLD-NEWS 


SAWYER - FERGUSON - WALKER CO 


Simmons is the agency. 


Blue Magic Names Garfield 


83rd in Nation, with $14,285,000. 
ALL OTHER RETAIL SALES: 
77th in Nation, with $43,343,000. 


Nationol Representatives 


This brochure gives the facts 
about Roanoke’s big exception 
to the rule of market selection 
by metropolitan area population. 


Roanoke isa “Burgoyne” Test City with spot color appointed Garfield Advertising 


Associates, Detroit, to handle ad- 


1959 Survey of Buying Power a 


vertising for its Easy Monday 
laundry products. 


4 
Blue Magic Co., Lima, O., has 
‘ 
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‘e i, pas 4 . (ie 1 
This girl represents the big, booming market of 9 million teen-age girls. SEVENTEEN Magazine talks with her alone...in a 
language she loves. And because it never talks down to her, she takes everything in it to heart, including the advertising. 


“Girl talk” like this creates amazing buying action. 65.2% of SEVENTEEN’s 4,800,000 readers have actually 
bought from its pages." THAT’S WHY IN 1959... 


FOR THE 7TH CONSECUTIVE YEAR 
SEVENTEEN TOPS ALL MONTHLY MAGAZINES FOR WOMEN IN ADVERTISING LINAGE! 


1959 Linage up 102 Pages! + 4-Color Linage up 66‘, Pages! + Dollar Volume Highest Ever! 


it's easier to START a habit than to STOP one! seventeen macazine, 188 Madison Avenue, New York 22 + PLaza 9-610 


D ) U B L EF E X PO S U R E F ) R Y ) U R A DV E RTI S N G: SEVENTEEN-at-School—only magazine of its kind—offers your educational materials to high school home 


economics teachers. SEVENTEEN Magazine carries your advertising into their classrooms. Ask us about it! 


“Gilbert Youth Research 
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1Co., Seattle. The individuals are 


Alaskan Magazine | Robert F. Linden, E. J. Doncaster 
|and L. M. Riches, partners in the 


Distributor Wins commoner. 
Monopoly Suit a The period under review in the 


Seattie, Dec, 8—Treble damages | suit was from 1947, when Mr. An- 
totaling $174,824 were awarded by | derson and Northwest entered an 
a federal court jury in an anti- | agreement to set up a magazine 
trust suit that charged monopoly in| distributing agency in Anchorage, 
the distribution of magazines and in June, 1953, when Northwest 
paperback books in Alaska. terminated the agreement with Mr. 


The action was brought by John ; 
eee ‘1. | Anderson, until 1957, when Amer- 
M. Anderson, Anchorage, Alac&ka, | ican News withdrew from business. 


; Air Co., Anchorage dis- 
por enh yoo . Mr. Anderson sued for recovery 


tributor, of which Mr. Anderson is 
of $60,000 loss in the business plus 


sole owner, against American 
News Co., New York, and three | $120,000 in profits that would have 
been earned except for the exist- 


individuals doing business as 
Northwest Magazine Distributing | ence of an alleged monopoly. + 


Merry Christmas 
Friends of Good Typography 


Here Type Can @ Serve You 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 
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Alcoa to Push 
$200,000 Contest 
in Five Media 


PITTSBURGH, Dec. 8—Aluminum 
Co. of America will launch its 
second annual $200,000 “wagon 


ROTATING BULLETINS—Claimed to be a “first” for the motion picture 

industry are the six painted bulletins now being used on a rotating 

basis by Metro-Goldwyn-Mayer in the Los Angeles area. The six 

bulletins, of which this is one, will be rotated monthly to cover 24 

high traffic locations over a four-month period. Donahue & Coe is 
the agency. 


load” contest in January featuring 
Rambler station wagons loaded 
with $500 in groceries as top prizes. 

Ten of the Ramblers will be 
given as consumer prizes, with 
duplicates to managers of the 
stores where winners shop. More 
than 1,000 additional prizes will be 


Certified Grocers Boosts Payne Regie International, 


Certified Grocers of California, 
Los Angeles, has promoted David 
Payne to advertising manager, 
succeeding Al Crooks, who is re- 
signing Jan. 1 after 20 years with 
the company. Mr. Payne has been 
with the company for 10 years, 
most recently as personnel manag- 
er. 


Lichter Names Jepson-Murray 
Lichter Mfg. Co., Hastings, 
Mich., and Scottsbluff, Neb., mo- 
bile home furniture manufacturer, 
has appointed Jepson-Murray Ad- 
vertising, Lansing, to handle ad- 
vertising for its Duo-Rest sofas, 
chairs and mattresses, which are 
custom designed for mobile homes. 


AIR-CONDITIONING e 
HEATING @ 

REFRIGERATION 

VENTILATION © 


* 


The ASHRAE JOURNAL penetrates 
to the very core of Air Conditioning, 
Heating, Refrigeration and 
Ventilation...assuring impactful contact 
with this vast sphere of business. 


Written with authority, read with conviction, 
the ASHRAE JOURNAL is editorially angled 
to command attention and response from 
influential Society members. Here is vital 
circulation, 98% engineers ...men who are 
responsible for the design and specification of 
countless components and complete installations. 


Let the ASHRAE JOURNAL act as your wedge in 
getting a sizable slice of this Billion-Dollar market. 


Write today for Circulation Breakdown and Rate Card. 


site, 


74 
124, 
- 

= ** 


° . 
fugat 


AMERICAN SOCIETY OF HEATING, REFRIGERATING and AIR CONDITIONING ENGINEERS 


Richard T. Biedler, Advertising Manager ... 62 Worth Street, 


New York 13, New 


es tte 
aE ES les: 


i 


York * BA 7-6262 


es 


duplicated for store managers. 

Alcoa will promote the contest 
in newspapers, magazines, sup- 
plements, television and radio. The 
supplements include Family Week- 
ly, Parade, Suburbia Today and 
This Week Magazine, and supple- 
ments published by the Chicago 
Tribune, Philadelphia Inquirer and 
New York News. 


‘U.S. Rep for Top 
French Media, Bows 


New York, Dec. 8—Regie Inter- 
|national Inc. has been formed to 
represent a group of leading 
|French advertising media. Organ- 
ized by Bernard Musnik, Regie 
|\International will represent 
| France-Soir, the largest selling 
daily in France, three other news- 
papers, four magazines, a commer- 
cial radio station and a commercial 
television station. 

Mr. Musnik, a former salesman 
for Crosley Broadcasting and Ziv 
Television, opened a New York 
joffice last year for Publicis, 
|France’s largest advertising agen- 
|cy. In moving into the media rep- 
resentative field, he is duplicating 
\in New York the Bleustein-Blan- 
chet operation in France. 


# Alcoa also will use Reader’s 
Digest; the company’s two net- 
work tv shows—‘Alcoa Presents” 
and “Alcoa Theatre,” and the 
Arthur Godfrey show on CBS 
radio. 

Fuller & Smith & Ross, Pitts- 
burgh, is the agency. + 


| Ehlers Gave Illegal 
Discounts to Large 
Buyers, FTC Says 


WASHINGTON, Dec. 8—The Feder- 
jal Trade Commission charged last 
|m Marcel Bleustein-Blanchet is|week that Albert Ehlers Inc., 
president and principal owner of | Brooklyn distributor of coffee, teas, 
Publicis. He also controls two im- spices and extracts, gives illegal 
{portant media representative or-| promotional allowances and price 
|ganizations, Regie-Presse and| discounts to chains and other large 
| Regie No. 1. Regie International | buyers. 

will be affiliated with these two| FTC’s complaint cited as exam- 
| French Regies. It will share offices| ples of illegal promotional allow- 
| at 610 Fifth Ave. with Publicis Inc.| ances payments to three food chains 


Mr. Musnik said his new move 
was prompted by the “ever-in- 
creasing American interest in the 
| European market.” He pointed out 
that orders placed through Regie 
|International will be fully com- 
missionable. 

Regie International will rep- 
| Fesent this package: France-Soir; 
Paris Presse-L’intransigeant, aft- 
fernoon daily; Le Journal du 
Dimanche, Sunday edition of 
France-Soir; France-Dimanche, 
weekly paper; Elle, leading wom- 
'en’s weekly; Realites (French 
|edition only), monthly class mag- 
jazine; Entreprise, the Business 


Arts, monthly art magazine; Eu- 
rope No. 1, commercial radio sta- 
tion broadcasting from the Saar, 
and Tele-Monte Carlo, commer- 
cial tv station. 


media, M. Bleustein-Blanchet has 
a strong financial interest in some 
of them. He holds a substantial 
interest in both Europe No. 1 and 


'by a holding company in which 
|the French government holds a 
| 48% interest. 

| France-Soir, a top advertising 
/medium in Europe, circulates 
| throughout France. It has a circu- 
| lation of 1,345,000. It can be bought 
| only in combination with Paris 
| Presse-L’intransigeant. The com- 
'bined onetime b&w page rate is 
|$9,740, with a circulation guaran- 
itee of 1,500,000. # 


Pauley, Brothers Join McKim™ 

John S. Pauley, former Lever 
Bros. brand manager, and John W. 
Brothers, former assistant to the 
merchandising manager at Mac- 
Laren Advertising, have joined the 
account group of McKim Advertis- 
ing, Toronto. Mr. Pauley will serve 
|as an account executive in the food 
‘area; Mr. Brothers will be an as- 
| sistant account executive. 


' 


Week of France; Connaissance des | 


in New Jersey, without payments 
to their competitors. The three 
chains mentioned were Food Fair 
Stores Inc., Linden, $20,000; Grand 
Union Co., Paterson, $14,500, and 
Wakefern Food Corp., Elizabeth, 
$10,000. # 


Ohio Oil Elects Young VP 

Ohio Oil Co., Findlay, O., has 
elected Grant H. Young vp of mar- 
| keting, succeeding N. T. Stover, 
| who has retired after more than 46 
years with Ohio Oil. Mr. Young, 
who joined the company in 1930, 
| formerly was assistant manager of 
| marketing. 


DO THEY 


= In addition to representing these | 


Tele-Monte Carlo. Both of these! 
broadcasting stations are owned) 


IN LOVETT (PA.)? 


Competition stealing the hearts of custo 
mers you love to sell? If you want your 
sales campaign to garner attractive prof 
its in Lovett, or any of the other towns in 
the Johnstown, Pa., area, you'd do well 
to include The Tribune-Democrat in your 
advertising budget. The influence of The 
been 


newspaper advertisers to become the first 


Tribune-Democrat has helping 


love of buyers for over 105 years. 


Write Today for Johnstown’s 
PERSONALITY PACK 
filled with facts and maps that give 
character to the Johnstown market. 


The Gribune - Democrat 


JOHNSTOWN, PA. 
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The Palace and the Stable 


It was the seven hundred and fifty-third year 
since the founding of Rome. 

Gaius Julius Caesar Octavianus Augustus was 
living in the palace of the Palatine Hill, 

busily engaged upon the task of ruling his empire. 
In a little village of distant Syria, Mary, 

the wife of Joseph, the Carpenter, was tending 
her little boy, born in a stable of Bethlehem. 


This is a strange world. 


Before long, the palace and the stable were 
to meet in open combat. 


And the stable was to emerge victorious. 


—FROM “THE STORY OF MANKIND” BY HENORIK WILLEM van LOON © HELEN C. van LOON 


Young & Rubicam, Advertising 
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( han any other. magazine i in Ae housing. spate? , 
if ' tically all residential architects read HOUSE & Home. 
t more mortgage lenders— 
and finance the sa 
And more realtors—the men who must sell your products to 
home-buyers as part of both the new house and the old house. 
And more dealers. And more distributors. 
Me And more prefabricators regularly read HOUSE & HOME. 
Ni HousE & HOME is the only magazine that blankets almost everybody who 
i buys and almost everybody who sells in America’s biggest industry. 
bi, These housing professionals depend on HOUSE & HOME. That’s why they pay 
i twice as much for their subscriptions. That’s why they vote 2-to-1 and 
it 3-to-1 that HousE & HOME is their first-choice magazine. 
he That’s why HOUSE & HOME is first in circulation growth 
&§ (up 10,000 in a year) and first in renewal rate. 
i More than 125,000 of these housing professionals depend on HOUSE & HOME 
: it because it is the only magazine to deliver a complete editorial package on housing. 
. f, This means more editorial pages (over 1200 in 1959) than any other magazine 
in the industry and more first-rate reporting, writing and editing. 
% That’s why HousE & HOME is first among all other magazines in the industry 
ye “y w in the number of awards it wins for editorial quality. 
; ( 106! QO T° e : i . - : . ; gg {_)° — So of course more advertisers buy more pages in HOUSE & HOME than in any 
a , — nal a ' one —_ other magazine in the industry. HOUSE & HOME rates are so low that you 


can tell your sales message to all the important housing professionals 
in HousE & HoME for less than half what it would cost you to reach them 
through any combination of lesser magazines. 
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pI of es 
i gg That’s why advertisers make HOUSE & HOME 

the “basic buy” for advertising housing products. 


| Fe temp 
ome 


oF PUBLISHED BY TIME INC 


= a - eu vee are ee eas = ie 
a ne ‘ E2 Fe ; 2 
! 
ra 
, : 
q : 
Ly : 
yi se 
a worth zs : z ’ : | 
‘vag aD ae AE ee ae ai ea ee eee Re et le 
} iiss ce Bree cane 4 ge, : eS ee 
- ie yess. is eae 2 ee ee See nee eae, ; is ee 
i ogo ee a a ee : “eae red 
, Soe a Aegis eee ‘ | ate RNs aa 
 Scaee eli il ee Ce ale re pn ote =o ear eee 
i” 77 rrhaioa us Se St ee ES ate ee 
" FN ih a Oy SP eal a, aoe at Pei el i Bee eee 
uy Mee AN cis Pe oe ee ee ee es ee 
7 ie ieeg Seen er ia Sake een SS + 2 ia ne sairayees = er 
‘ 4 pee eA ee Se ae eens ria Sea Sie 2 1 ee es i fees eo: St ne go ee aa 
; ae ee = gi nes epee ar ae ‘tne ia . i eines 
| ee Pee le 
) ol et 
ieee ere <a ee © sale 
: - <7 ee ES ae) bade ie any . Ss aeons 
‘i ieee od. ae Ae ee re “oat 
ays Fabs Sea — Mer i are 
ont eer Cat 4 Hate aS). eae 
| ee ow. te ce, SOM i 
i aie a ier ae 
} eee : ee be: sce 
M i 3 . ‘ i - 
4 } ’ ee ag gneet Pe " ron oes r) ed ie gee sy Saeeng, 6 i i j “i . 
4 ee eo & % . ike * i , : ‘ 4 Sia 
q Ee a Nee a s = oy oe ale s ‘ 
j i, a 3 é .: § : Y e - ee ‘ i ; i : 
oA a ¥ rs j 5 y . 4 : eae rem a see 2 ; 
a s »~ es set is 4 § Se 7 a * y 
} Wi ad al - a ee 
 * . oe ig ee eee Fe alles es ea ae Rag ie i, a Coie : 
{ , 3 = ba the ght af : lees e.. Soy wed Dir at : Sage: ae Ba 
a 2 Pa ee ira ed oe ae. ere fe Ree ig wee ‘ 
: f : : fa us ty 
i be oe eee ; : 
4 A ; i Pee 
} 
Dy 
, ; 
‘ay : 
con anit ee 
! Nedcge tere Wee EN ak > ‘: 
(gaat pes Seca iio at 
: mn Bete fy rt es vena MPR Soe nee 
i ae ere oe Se Ries Vag oe ae 
| ee See ee eee ye ee 
a ae oe 4 
Vigne ae See ee, 
| Be i a eS mod So ce er 
q Shes Cao a 5 "a Misiape aoe ee yeaa 2 ~ aap? 
ie a a Fe nie oS ors rae ae Yee se 
: Seah Te Aes eee Eb SES mmm ete Se, treeeieres <a 
‘| 
' 
| ey 
j 
Ay 
ee 
ae ee | 
ips a . 
s - af : . . < ae : ie 7 : 

7 ie a4 ae lias Marae : a tie hs Maeno oe = eee aja e so 4 oar ea Re ae eee Mea) ere net) 38 ok 
ores : Pe ne rte, See 
oe oe ete Mare os eae Ee 

us lee feat a A ity Ce ae ri es 
ire hl rae ME Se eet | I ag 


58 


New Mexico Exempts National Ads » 
in Dailies from 2% Advertising Tax 


(Continued from Page 2) 
ucts—such as soft drink advertising 
purchased by local bottlers. 

The definition does not exempt 
national advertising from the tax 
if it is placed in newspapers by 
New Mexico advertising agencies. 
Carl Folkner, state school tax di- 
rector, said that the regulation 
specifically provides that, to be 
exempt, the ad must be placed by 
an out-of-state firm, and that 
both the New Mexico agency and 
the newspaper would be liable 
for the tax on ads placed by a 
New Mexico agency. 


s Newspaper publishers had con- 
tended for years that the tax on 
national advertising was an ille- 


gal burden, 
The first test of the tax, how-| 


ever, was filed for the broadcast- | 


| 
ing industry, by KOB, Albuquer- | 
que radio station. The station won 
its case, and the state appealed all 
the way to the U. S. Supreme 
Court, which upheld the verdict 
of the lower court. 

Following the KOB case, the 
bureau of revenue revised its 
school tax regulations to exempt 
all national advertising broadcast 
in New Mexico. But it rejected | 
an appeal from representatives of 
the New Mexico Press Assn. and 
continued to collect the 2% levy on 
national newspaper ads. 

James Barber, publisher of the 
Grants Beacon and chairman of 
a special press association com- 
mittee named to handle the tax 
exemption campaign, noted that 
it “stuck in the craw” of the 
newspaper profession for the bu- 


j}ucts for sale in other states 


dez called a meeting between 


the press association committee 


and bureau officials. 


Richard Robinson, attorney for 


the bureau, then dismissed the 
bureau appeal of the Albuquerque 
Publishing Co. case “without prej- 
udice,” leaving the way open for 
renewal of the suit if no agree- 
ment was reached. 

The new compromise regula- 
tion was filed with the supreme 
court and made effective retroac- 
tive to Nov. 1, after it was ap- 
proved by Messrs. Lusk and Bar- 
ber and Jack Sitton, executive 


secretary of the press associa- | 


tion. 


The regulation provides that na- 
in newspapers | 
| and magazines published in New| 


tional advertising 


Mexico will be exempt from the 
school tax. The definition of na- 
tional 
as follows: 

As used in this regulation, national ad- 
vertising in newspapers and magazines 
published in New Mexico is hereby de- 
fined to be that advertising which orig- 
inates in any other state or territory of 
the United States of America; offers prod- 
as well as 
New Mexico and on a national basis; is 
sold for placement in newspapers and 


| magazines published in New Mexico to 


persons, partnerships, firms, associations 


|or corporations outside of New Mexico 


pursuant to contracts therefore made and 
negotiated outside of New Mexico, the 
material for which advertising, including 
but not limited to written scripts, mats 
and plates, is prepared outside of the 
state of New Mexico by or on behalf of 
such persons, partnerships, firms, associ- 
ations or corporations for use in the pro- 
duction of advertising in newspapers and 
magazines published in New Mexico for 
or at the direction of such persons, part- 
nerships, firms, associations or corpora- 
tions and upon invoices or statements 


advertising adopted reads | 


Walsh 


Oestreich 


storY—S. M. Weiss, Mogul Williams & Saylor, spell- 
binds guests at a media party given by his agency. 


AT RRO IS SS EA 


Advertising Age, December 14, 1959 


Weiss 


Bennecke 


Listening are Dick Walsh, Mademoiselle; George 
Oestreich, Holiday; Bob Bennecke, Vogue. 


Top 100 Spot TV Advertisers 


Third Quarter, 1959 


Source: TvB figures from N. C. Rorabaugh Co. Estimates for Television Bureau 


of Advertising 


Figures in parentheses indicate company’s rank in the third quarter of 1958 


I~ | received from them by such newspapers Gross Time Gross Time Gross Time 
reau of revenue to refuse to admit|and magazines published within this | ‘59 RANK Sales ‘59 RANK Sales ‘59 RANK Sales 
that national newspaper ads fall | state. # 1. Procter & Gamble (1) .... $11,219,300 35, Avon Products (38) ........ 696,200| 68. C. Schmidt & Sons (#).. 403,700 
into the same category as do na- o 2. Adell Chemical (3) ........ 4,774,300| 36. General Mills (20) ........ 692,500 | 69. Maybelline Co. (78) ........ 400,000 
tional radio and television ads. Despite Losses 3. General Foods (4) ........ 3,575,400| 37. Carling Brewing (72) .... 679,500| 70. Alberto-Culver (#) ........ 396,000 
Albuquerque Publishing Co., 1 4. Lever Bros. (2) ccccccsssesoeee 3,126,300} 38. William Wrigley Jr. Co. (33) 651,700| 71. Armstrong Rubber (63) .. 392,700 
which publishes the Albuquerque 5. Colgate-Palmolive Co. (8) 3,106,600| 39. Max Factor (77) oes... 651,700| 72. Pillsbury (7) .....-s.00-000 390,500 
Journal, initiated a test case in F&S&R Chi 6. American Home Products (9) 2,981,600| 40. Ralston-Purina (#) ....... 649,000| 73. Wilson & Co. (#) cess 380,600 
district court to force a legal test icago 7. Continental Baking Co. (6) 2,625,200| 41. Shell Oil (24)... 645,700| 74. P. Ballantine & Sons (58) 380,200 
of the bureau policy. Last Janu- 8. Warner-Lambert (12)... 2,355,200| 42. Esso Standard Oil (42) .. 637,200) 75. M. J. B. Co. (54) occu 367,200 
ary, Judge C. C. McCulloh ruled . tS 9. Brown & Williamson (7) _2,327,500| 43. B. T. Babbitt Co. (32) ....  625,100| 76. Vie Tanny Enterprises (#) 360,000 
in favor of the newspaper, hold-| nit ees Big 60 10. R. J. Reynolds (28) ........ 2,223,400| 44, Norwich Pharmacal (46) 593,000| 77. Safeway Stores (84) .... 354,700 
ing that the national advertising 11. Bristol-Myers (60) .......... . 1,714,600) 45. Sun Oil (21) .....ecceeeeeeeeee 566,800| 78. Piel Bros. (53)... 345 600 
penn pra tpl perineal (Continued from Page 2) 12. Miles Laboratories (10) .. 1,629,900} 46. Revlon Inc. (41) «2... 544,600| 79. S. C. Johnson (30) ........ 343,800 
contiat be teeed Yer the state |1960 ad budgets, with the exception| !%: Kellogg (81) ............ 1,620,400| 47. Theo. Hamm Brewing (31)  544,000| 80. Paxton & Gallagher (*) 340,100 
The bureau promptly filed an | Of one, Mr. Echols said. He esti-| '4 Philip Morris (15) ....... 1,371,300} 48. American Chicle (74) .... 522,000| 81. Pacific Tel. & Tel. (80) .. 328,100 
eppesi to the state supreme court | mated that billings in the Chicago 15. Gillette Co. (50) ........ 1,278,200} 49. U.S. Borax & Chemical (43) 520,000| 82. Standard Oil Co. (Cal.) (57) 324 800 
and continued re Perc the 29% loffice would show an increase: in| 1° International Latex (13) 1,248,900| 50. Nestle Co. (#F) oo... 512,900| 83. Parker Pen (#) 0.0.0... 321,900 
levy against national account dg 1960 over this year. F&S&R clients 17. Carter Products (uu) ao 1,210,100| 51. Pharma-Craft (#) ........ 512,300| 84. Phillips Petroleum (49) ee 315.800 
enues That appeal was diemiesed here bill between $5,500,000 and 18. Texize Chemical (14)... 1,175,900! 52. Jacob Ruppert (79) ........ 509,200; 85. F & M Schaefer Brewing (48) 314,800 
with the compromise saresmnent | $6,000,000. 19. Lanolin Plus (#) 0.0... 1,031,000| 53. Andrew Jergens (39) .... 499,700! 86. Chrysler Dealers (#) .... 312,400 
Negotiations between Revenue | ae 20. Ford Dealers (*) ............ 1,024,500 | 54. Falstaff Brewing (40) .... 488,000 | 87. Kroger (90) .....csssssessese 310,800 
Commissioner Bob Valdez, School . In addition to Edward J. Laue-| 21. Pabst Brewing (25) ....... 986,800| 55. International Shoe (*) .... 487,300| 88. Interstate Bakeries (*) .... 308,400 
ome Sse ed = Mt aD wa | sen, who formerly headed up the] 22. P. Lorillard (5) .............. “ 939,000 | 56. Pan-American World 89. Burgermeister Brewing (65) 308.000 
lishers were long and sometimes| een? W- R- Ceperly, account| 23. General Motors Dealers (#) 937,800 Airways (2) cescseseeen 485 400| 90. Ex-Lax (62) cessssssnennee 307,300 
prseetd with wee - roa ona executive, both of _whom left 24. Anheuser-Busch (19) ........ 905,300| 57. Helena Rubinstein (*) .... 480,900} 91. Duncan Coffee (88) ........ 306,100 
centering around a dlenareamand F&S&R to join Waldie & Briggs| 25. Drug Research Corp. (51) 887,100 | 58. Food Manufacturers Inc. (18) 479,500| 92. Rayco Mfg. Co. (82) ........ 303,000 
over @ compenstiiea tax. idek (AA, Oct. 12, Nov. 23), two other| 26. Wesson Oit & Snow Drift (#) 887,000) 59. E. & J. Gallo Winery (#) 461,600 | 93. Dr. Pepper Bottlers (59) 299,500 
was also being po aa, Rt F&S&R account executives have} 27. Associated Products (+) 827,100) 60. J. A. Folger & Co. (56) 457,400 | 94. Barcolene (#) .........0000 289,500 
At a Sept. 27 meeting in Albu- resigned from the agency, also| 28. Coca-Cola Bottlers (27). 826,100) 61. Hertz Corp. (#) .......0. 457,000} 95. Hills Bros. (69) .........0 286 300 
queraue, Mr. Folkner charsed that} een nnn eS Sees, Mr.| BF. PepetCate Galtier (26) 823,900 | 62. Helene Curtis Industries (#) 454,900| 96. American Snuff (#) ........ 285,900 
the administration of the previous meeees Sees, They are Dudley my). SO. Comm Peeeeee FP) ....... 772200) 63. Feb & Co. (61) ............. 440,700) 97. National Brewing (76) .... 285,300 
governor had “sold off” the bu- Rockwell, who joined the Waldie| 31. Sterling Drug (44) oven 747,500| 64. Liggett & Myers (67) .... 437,400 | 98. Jackson Brewing (99) .... 280,600 
reau of revenue—giving newspa- agency this week as vp and account| 32. Welch Grape Juice (22) 738,200| 65. Standard Oil (Ind.) (35) 435,800} 99. Atlantis Sales (87) ........ 275,100 
pers tax privileges in exchange for supervisor, and C. E. Huwen, who} 33. Robert Hall Clothes (17) 733,200 | 66. Joseph E. Schlitz (34) .... pep 100. Great Atlantic & Pacific (100) 272,500 
political support in newspaper went to the same agency as vp and| 34. American Tobacco (16) 706,900! 67. Atlantic Refining (85) .... 409,700 | +Not in top 100 in third quarter 1958. 
. wv ye account supervisor. 


columns. | 
Mr. Folkner was shouted down | 


Mr. Echols said F&S&R will in- 


$378,600 to $1,714,000; Carling 
Brewing Co. from $341,000 to $679,- 
500; Drug Research Corp. from 
$463,300 to $877,100; Max Factor & 
Co. from $299,100 to $651,700; Ford 
Motor Co. dealers from $115,700 to 
$1,024,500; General Motors dealers 
from $34,000 to $937,800; Gillette 
Co. from $437,100 to $1,278,200; 
Hertz Corp. from nothing to $457,- 
000; Kellogg Co. from $282,600 to 


from $8,336,200 to $11,219,°00 to 

further widen its lead on the com- 

petition. D 
Moving in the opposite direction 

were General Foods, Lever Bros., 

American Tobacco, General Mills, 

Sun Oil, Food Manufacturers and 

S. C. Johnson & Son, all of whom 7 

cut their appropriations for this 

medium. # 


crease its staff from 46 to about 
55 persons by Dec. 31. Additional 
personnel will include a vp of mar- 
keting, media director, two account 
executives, copy chief, art director 
and two copywriters, he said. Most 
of these already have been hired, 
he added. 


by angry publishers, who hotly 
‘enied the charge. Two days lat- 
er, Gov. John Burroughs, operator 
1 radio station, issued a state- 
ment lauding the press and stat- 
ing that he could not condone 
Folkner’s “unfortunate remarks.” 


Four Join Top 100 
Spot TV Spenders 
in Third Quarter 


(Continued from Page 1) 
increase of 13.8% in spot sales. 


of 


= The first strong indication that 
the bureau was preparing to re- 
treat from its argument that na- 


® Mr. Echols succeeded Mr. Laue- 
sen last summer as office head, 
with Mr. 


tional advertising does: not con- 
stitute “interstate commerce” and 
thus must be taxed came with a 
request to the state press associa- 
tion from Mr. Valdez that it sub- 
mit a suggested definition of na- 
tional advertising. 

State Sen. T. E. Lusk, attorney 


Lauesen receiving the 
title of vp for marketing programs 
for the agency as a whole (AA, 
Aug. 3). Mr. Lauesen had headed 
up the office since its inception. 
Asked why Mr. Lauesen was re- 
placed as office head, Mr. Echols 
said there “had been a basic disa- 
greement on plans and policy be- 


Basic data for these spot reports 


are provided by N. C. Rorabaugh 
Co. 


ws Among the companies accelerat- 
ing their third quarter spending 
tempo were American Home Prod- 
ucts from $1,991,300 to $2,981,600; 


drift from $2,960 to $887,000. 


$1,620,400; Lanolin Plus from $168,- 
400 to $1,031,000; Nestle Co. from 
$181,800 to $512,900; Pan-American 
World Airways from $19,300 to 
$485,400; Ralston-Purina from $94,- 
100 to $649,000; R. J. Reynolds 
Tobacco Co. from $646,900 to $2,- 
223,400, and Wesson Oil & Snow- 


AFA Opens Clearing House 
Advertising Federation of Amer- 
ica, New York, has opened its new 
Information Clearing House as a 
source of data and information 
about advertising. Located at AFA 
headquarters, 250 W. 57th St., New 
York, it is under the supervision 
of George T. Clarke, director of 


for the association, submitted the| tween Mr, Lauesen and the’ agen- 


Associated Products from $10,300 
proposed definition, and Mr. Val-! cy top management.” # 


Procter & Gamble, the perennial 
to $827,100; Bristol-Myers from 


first placer, also took a big spurt 


the AFA bureau of education and 
research. 
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213 Publishers Rate 
Chicago Daily News 
Among Nation's Top Ten 


Once again, a list of the ten best daily newspapers in the 
United States includes the Chicago Daily News.* 

When working newspapermen judge a newspaper to 
be one of the top ten in the country, it means that that 
paper meets the highest professional standards of 
journalism. 

This acceptance, by the “working pros” and the 
people of Chicago, can be important to you. Daily News 
readers are in a receptive frame of mind. 93% of them 
read the Daily News at home—spend at least 35% more 
time with their newspaper than readers of the other 
Chicago dailies. They’ll respond to your sales message 
in the Chicago Daily News! 

For more than three quarters of a century, wherever 
newsmen gather and whenever experts make a measure- 
ment, the Chicago Daily News has been recognized for 
its excellence and leadership. 


ee ee 


—_ 
— 
ee wee a 


* In a special 16-page section on “How to Read News- 
papers,” Practical English, one of the Scholastic Magazines 
publications, published a list of ten newspapers which 213 
newspaper publishers voted the best in the United States. 
The list included the Chicago Daily News, New York Times, 
St. Louis Post-Dispatch, Christian Science Monitor, Louisville 
Courier-Journal, Kansas City Star, New York Herald Tribune, 
Washington Post and Times Herald, Baltimore Sun, and 
Milwaukee Journal. 


CHICAGO DAILY NEWS 


Making Significant News Interesting 
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Executive Recruiters Form 
New Association 

Companies specializing in exec- 
utive recruitment have formed the 


| Assn. of Executive Recruiting Con- 
sultants “to develop, maintain and 
enforce high standards of ethical 
practice among member firms.” 
Membership is limited to com- 
panies specializing in filling $15,- 
000-a-year and above positions; 
members must also receive fees 
only from an executive-seeking 


“Tired Blood?” 


Let Bott give your advertising a FRESH 
approach, rejuvenate that stale theme 


Phone HA 17-9187. 


and worn-out copy. 
jual. 


| The eight charter members are: 
Ashton Dunn Associates; William 


ye Fallow Wott $ 


Leo P. Bott, Ir., 64 E. Jackson, Chicago 


company, never from the individ- | 


| Works, 


H. Clark Associates; 
Davis & Associates: 
Wright; Hoff, Canny, Bowen & 
Associates; Richardson, Bellows, 
Henry & Co.; Ward Howell Asso- 
ciates, and Wright-Porter Inc. J. 
Francis Canny of Hoff, Canny was 
elected the first president. 


Elmer R. 
Antell & 


Corning Int'l Changes Agencies 

Corning Glass International, the 
international arm of Corning Glass 
has appointed Foreign 


Advertising & Service Bureau, | 
New York, 
tising, effective Jan. 1. 
Export Advertising Service is the 


to handle 


previous agency. 


IMR Promotes Sydney Ashe 


Sydney Ashe, assistant treasurer 
of the Institute for Motivational 
Research, Croton, N.Y., has been | 
| appointed vp and general manager | 
as well. Mr. Ashe joined the com- 
pany two years ago as controller. 


its adver- 
National 


Advertising Age, December 14, 1959 


Anthony Glavin, 
New England Dailies’ 
Ad Unit Head, Dies 


Boston, Dec. 8—Anthony G. 
Glavin, director of the New Eng- 
and Newspapers Advertising Bu- 
reau, collapsed and died today 
while attending mass in St. Peter’s 
Church, Cambridge, a short dis- 
tance from his home, at 128 Lake- 
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HIS BUSINESS !IS DIFFERENT 


A man in one industry usually sells to another. A steel 
man sells to the automotive industry. A packaging man 


sells to a soap company. 
The electronics man is different. 


The electronics man sells a large portion of his output 
to another electronics company. The design man may be 
the key to selling a President. The President of one com- 
pany may sell to the design man of another. The project 
engineer is responsible for product design, but may also 
determine market potentials for new products. 


Look at the badge above. It reads Research-Design- 


Production-Management. The interests of the electronics 
man are in any or all of the four areas. 


No matter where you find the electronics man his en- 


week. 


gineering background enables him to influence the pur- 
chase of electronic components and equipment. Your 
advertising must reach him to sell electronic goods. 

} And .. . in selling the electronics man, your basic buy 
is the one book edited weekly for all electronics men— 
whatever their title or job functions. The basic book is 
electronics — 52,000 electronics men pay to read it every 


THE ELECTRONICS MAN “BUYS” WHAT HE READS IN... electron ics 


A McGraw-Hill Publication 


330 West 42nd Street - New York 36, N.Y. 


O@ 


and in the electronics BUYERS’ GUIDE 


view Ave. He had been NENAB 
director for 22 years, and his news- 
paper career spanned 34 years, 
ranging from columnist to pub- 
lisher. 

He wrote a column for a Sara- 
sota, Fla., newspaper in 1925. Four 
years later he was made advertis- 
ing manager and assistant publish- 
er of the Press, White Plains, N. Y. 
| In 1933 he joined the Washington 
| Post as a special researcher; a year 

later he joined the Chronicle, 
Pawling, N. Y., as co-publisher. He 
}entered the Department of Labor 
in 1936 as an associate regional di- 
rector of consumer service. 

| He was a graduate of Holy Cross 
| College and Harvard Business 
| School. 


HOWARD W. COOK 
NORWALK, CONN., Dec. 9—How- 


| ard W. Cook, reportedly in his 60s, 
| former advertising director of the 
| book section of the New York 
| Herald Tribune, died yesterday in 
|Norwalk Hospital after a long ill- 
| ness. He had retired from the Her- 
|ald Tribune in 1947 because of ill 
|health, and had lived here since 
|then with his brother. 
| Born in Syracuse, N. Y., Mr. 
| Cook was graduated from Sewanee 
Military Academy, in Tennessee, 
|and began work as a reporter with 
|Oklahoma newspapers. He moved 
| to New York in the 1920s as a re- 
/porter for the old New York 
| World, and later became an editor 
| with Doubleday & Co. He joined 
the New York Herald Tribune in 
| 1944 as advertising director of the 
| newspaper's book section. 


GERTRUDE SCANLAN 

| RIDGEFIELD PaRK, N. J., Dec. 8— 
Miss Gertrude Scanlan, 55, in 
|charge of broadcast media liaison 
|with regional offices of Batten, 
| Barton, Durstine & Osborn, New 
| York, died Dec. 6 at her home here, 
|where she had been recovering 
| from a stroke. 

Born in New York, Miss Scanlon 
joined BBDO in 1929 as head of the 
|agency’s stenographic department. 
|She was appointed office man- 
|} ager in 1937, and became head of 
| the radio talent department the fol- 
| lowing year. In 1941 she was named 
|manager of the time buying depart- 
ment. She became an account exec- 
utive and time buyer in 1943, and 
remained in that capacity until as- 
suming charge of broadcast media 
liaison for all of the agency’s re- 
gional offices earlier this year. 

She was a member of the Radio 
Executives Club. 


Ferber Named Marketing VP 

Arnold Ferber, director of ad- 
vertising and sales promotion of 
Reliance Mfg. Co., New York, ap- 
parel and sportswear producer, has 
been elected vp in charge of cor- 
porate marketing. His new respon- 
sibilities will include liaison with 
the eight operating divisions and 
subsidiaries of the company, and 
he will also continue supervisory 
responsibility for the company’s 
advertising, sales promotion and 
public relations. 


Dixon Crucible Boosts Raasch 
Ernest M. Raasch, has been pro- 
moted from assistant sales mana- 
ger to the newly created position 
of marketing manager of the pen- 
cil sales division of Joseph Dixon 
Crucible Co., Jersey City, N. J., 
manufacturer of Ticonderoga pen- 
cils and other writing supplies. 
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Straightforward reasons why 

_ your space-buying dollar works harder 
| in the educational market in 
7. Overview’s February Issue 


extra readership: 


This is the second issue of Overview, the monthly magazine for all educa- 
tional executives. Your advertisement here gets the benefit of all the 
excitement and interest created by Overview’s fanfare of introduction. 
Readers of School Executive and Educational Business (Overview suc- 
ceeds these two successful 20-year old publications) have been eagerly 
awaiting this issue ... their enthusiastic letters have been coming in 
steadily. Beyond its initial circulation of nearly 35,000 influential execu- 
tives, this issue of Overview will be passed along, commented on, read 
and re-read. 


extra distribution: 


‘Copies of this issue of Overview will be distributed at the American Asso- 
ciation of School Administrators convention —the largest gathering of 
educational administrators in the country. Your advertisement in this 
issue of Overview has a wonderful opportunity to get the attention and 
interest of the people you want most to sell...when they’re most recep- 
tive to new products and services. 


extra research: 


This issue of Overview will be analyzed by Readex. You start the year 
off right by measuring your new campaign against last year’s — get an 
accurate gauge of the interest readers take in your advertising. 


unprecedented coverage: 


For the first time in this market, you reach educational executives every- 
where through just one publication. Your message goes to customers and 
prospects in public, private and parochial school systems, colleges and 
universities, business and industrial schools and organized study groups. 
Overview gets to the administrators and educators whose jobs include 
specifying, initiating or approving purchases throughout the wide and 
profitable spectrum of education. (This market, by the way, was worth 
$35,000,000,000 last year!) 


unique selling opportunity: 


Rarely does a chance like this come along —to establish a franchise with 
important buyers who may never have seen your advertising before! You 
beat your competitors to the punch in this vital audience by paving the 
way now for faster selling. Overview, penetrating the total education 
market, will take your message to the very people who are asked for 
opinions when goods and services are being bought. 


OVERVIEW is the new monthly magazine for all educational executives. 
Included in its circulation of nearly 35,000 are influential educators and 
administrators in public, private and parochial school systems, colleges and 
universities, business and industrial schools and organized study groups. 
Overview, spanning the total education market, succeeds School Execu- 
tive and Educational Business. 


Write, Wire or Call your nearest Overview office today. Closing Date for 
February is January 2nd. 


OVERVIEVV 


NEW YORK: 470 Park Avenue South; MUrray Hill 5-9250 
CHICAGO: Daily News Building; FInancial 6-4611 

CLEVELAND: 815 Superior Avenue; CHerry 1-1755 

LOS ANGELES: 1870 Hillhurst Avenue; NOrmandy 5-5143 
TENNESSEE: 121 N. Hermitage, Lookout Mountain; TAylor 1-2853 
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I1CAL READERS 
ENERS, VIEWERS 


MPA Appoints Thompson 


Advertising Age, December 14, 1959 


traveling back and forth, as it | 


7 be sure to consider this 
was our experience that we could 


* 
Harry C. Thompson, director (single Agency 


up cloims thet your 


bit 
me 


egency, ceemreects Intasnational. has been | accomplish things much faster by | PRESTIGH 
ay eeennes Soe Seeeaen appointed chairman of the inter- | 7 working with our agencies at = 
: LIBEL, SLANDER, INVASION OF national circulation sibcommiice S@LUP Functions |their offices, where the copy) LINE 
PRIVACY OR COPYRIGHT, { the Magazine Publishers Assn. | | chief, the production people and 
PLAGIARISM. [= aan Gea the art director, as well as the ¥ 5 
BEFORE 11 happens, get our unique He succeeds Dave Ballardof Time- pr Sgn ge the ashes gunn ed 
Exces INSURANCE Policy Life International, ell: Glenmore |all sit in. This saved time by| ~~ a: 
an effective and inexpensive cushi . a 


against these hozards. 


EMPLOYERS REINSURANCE 
_ CORPORATION 


Corbey to Selling Research 
Lawrence G. Corbey, former 
market analyst at Sullivan, Stauf- 
fer, Colwell & Bayles, New York, 
has joined Selling Research Inc., 
New York, as a service executive. 


sw. 100 


0 ; 
Jackson St 


W Tenth, Kansas City, Mo. 
‘ st 
Hy 


York. 
item 
t 


TOP TV MEDIA SPECIALIST 
STATION RELATIONS MGR. 


Available For Agency Or Advertiser 


25 years experience in leading AAAA 
agencies on multi-million-dollar ac- 
counts: food, tobacco, drugs, beer. Call 
or write: Len Tarcher, 94 Schoolhouse 
Lane, Roslyn Heights, N. Y., MU 8-2343. 


bringing together for discussion 
all who had a hand in the final 
preparation of an advertisement. 


All Brands Aids Buying, “In 1954, however, we decided 
|it would be better to consolidate 


Planni isti inds 
TRG, Distiller Find | our operations, so we moved the 


New York, Dec. 8—A year ago) D’Arcy account from its St. Louis 

Glenmore Distilleries Co., Louis-| Office to its New York office, and 

| ville, consolidated the advertising| the Yellowstone label to Compton 

| for all of its brands in one agen-| Advertising in New York. We al- 

cy—D’Arcy Advertising Co. (AA, | $ retained Donald Deskey As- 

Dec. 1, 58). sociates as our package designer. 
Most distillers have different 


D’Arcy Stewardship of 


practice apparently is traditional| time,” Mr. Bondurant said. “Any 
in the liquor industry. of us who were involved in ad- 
| vertising or packaging could, on 
s Why did Glenmore concentrate|one trip to New York, within a 
| its advertising in the D’Arcy shop?| matter of a few minutes and a 
And how has it worked out? | few blocks, work with any one of 
A. P. Bondurant, vp and adver-| the three—D’Arcy, Compton, or 
tising director of| Deskey—and could double back 
Glenmore, toldjlater in the day or the next day, 
ADVERTISING AGE|if necessary, to see how things 
that the move| were progressing. 
was made for| “In the meantime, we had 
greater conven-|taken on the sole national distri- 
ience and effi-| bution of King’s Ransom and 
ciency and that it} House of Lords scotch whiskies. 
has worked out | We placed the advertising for 
satisfactorily in|these with Compton. This meant 
several ways for|that Compton and D’Arcy each 
both Glenmore | had three brands. Later, with the 
and the agency. introduction of Glenmore vodka, 
“For a number|D’Arcy had four’ brands and 
of years,” Mr.|Compton three. The billing was 
Bondurant said, “we used two|much greater on the brands that 
agencies. D’Arcy handled Old|D’Arcy had—almost three to one, 
Kentucky Tavern, Old Glenmore| in fact. 
and Old Thompson whiskies at “As time went on,” Mr. Bon- 
its St. Louis office. The Yellow-|durant said, “it became evident 
stone brand was handled by)|that the agency with the larger 
Ewell & Thurber in Toledo. Pack-| billing could do much more in the 
aging was handled under my di-| way of research, copy, media eval- 
rection through various glass sup-|uation and all collateral work 
pliers and packaging people who| than the agency with the smaller 
manufactured component parts. billing. Also, of course, they could 
“This entailed a good deal of! put more people on the account 


A. P. Bondurant 


ORLANDO 
MOVES 


IN FAST COMPANY 


Media Records Reports First Ten Newspapers in 
Total Advertising Linage Gains 


(First Nine Months 1959 vs. First Nine Months 1958) 


GAIN 
11.08 Angeles Times .... 10,1 17,003 6—Cincinnati Post & Times Star 4,495,431 
2—New York Times ........ 5,713,438 7—ORLANDO SENTINEL 4,061,486 
3—*Grand Rapids Press .... 5,165,420 8—St. Louis Post-Dispatch ........ 3,935,576 
4—Chicago Tribune .......... 4,608,798 9—San Francisco Examiner ........ 3,681,606 
5—Washington Post ........ 4,512,597. 10—**Sacramento Bee ................ 3,673,160 


“Started a Sunday publication April 5, 1959 
**Started a Sunday publication February 1, 1959 


Oyrlando Sentinel-Star dominates Miami, 


papers in our compact five-county Central Florida market of 
417,000 population by better than 6-1. New Orlando Standard 


Metropolitan Area of 275,400 ranks 88th 
69th in retail sales! 


Ask Branham 


Orlando Sentinel-Star 


GATEWAY 
TO THE 
MOON! 


AAAS ANAAANA 
SS WOODY 
a es. 


Z 


~ 


Jacksonville, Tampa 


in U.S.A... . and 


agencies for different brands. The|® “This meant a great saving in| . 


Takeo moment to talt to the man from blenmore Hes jul 
oAt makers that are well wurth hearing abvet 


and we 


could call on them to 
travel the country more regularly 
to work with our various man- 
agers and men in the advertising 
department on the over-all mar- 
keting pattern. 


a “It became obvious that if the 
agency with the smaller billing 
was required to do the things 
for us that D’Arcy was doing we 
would have to subsidize those op- 
erations, even though the billing 
of the second agency was $1,000,- 
000 a year. Without any reflection 
on Compton—and let me make it 
perfectly clear, it did a most com- 
petent job as far as advertising 
was concerned—it just could not 
afford to furnish the time and 
the talent we felt were needed for 
research and marketing work out- 
side the office. 

“So, after considering the mat- 
ter for a number of months,” Mr. 
Bondurant said, “we decided we 
would have a better operation if 
we consolidated everything with 
one agency. 

“The extra billing on top of 
the $3,000,000 that D’Arcy al- 
ready had would more than com- 
pensate, we believed, for the extra 
people we would require. In ad- 
dition, it permitted not only full- 
time account service personnel, 
who would be free to go anywhere 
at any time to work for us, but 
also a complete unit, comprising 
art director, copy director, media 
director, production people and 
research. 


a “We were particularly anxious 
to have additional people on mar- 
ket research who could operate 
on all of our brands more effi- 
ciently,”” Mr. Bondurant said. 

“Naturally, while more people 
would be required for seven 
brands than for four, the costs of 
research and tabulating would not 
be too greatly increased. The 
same would apply on art research 
and other fields. In other words, 
studies of copy treatments, lay- 
outs, consumer reactions to art, 
layouts, and other components 
could be accomplished for the 
seven brands with not too much 
extra personnel, time, or expense 
than for four brands. 

“Another thing that came into 
consideration,” Mr. Bondurant 
noted, “was the fact that we could 
do a much better job on outdoor. 
We could bring to bear a staff of 
autdoor experts not only to help 
the creative people and the art 
people in preparing copy and lay- 
outs, but people that could do a 
better job in the field such as 
arranging for rotation of brands, 
the purchase of rotary showings 
and checking painted bulletins 
and poster showings. With seven 
brands to work on, the agency 
could afford to put more and bet- 
ter people on the job. While in 
the field, these same outdoor ex- 
perts could handle seven brands 
just as easily as four. 


s “Another advantage,” Mr. Bon- 
durant pointed out, “is an eco- 
nomic one from the standpoint of 
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(and see for 
yourself what the 
shouting’s about) 


Any man can make this simple test — as ness, flavor, exuberance-in-print. Inspect 


millions and millions of women are making for helpfulness, originality, sheer delight. 9 
it right now. Simply open the December Weigh their contents, on a scale, in your { a S 
issues of the three leading women’s service _ mind. Find the one magazine that outshings, 


magazines. (They're all worth looking at, outinspires, and generally outruns the field. 
by the way.) Now, go through each, page by Then tear off the name and mail to the man 


(The magazine, incidentally, that shows the largest ad- 


vertising revenue gain and the largest newsstand gain in 


\ page... and compare. Examine for fresh- who makes up your advertising budgets. the past six months in the entire women’s service field!) 


snaeeiaad i ee a = - bs ; , cg re % = 2 ne ‘ | e 
j 
q i / 
i ees Fe a 
\ “wie =i 
! 1, Ns : 7 nm da 
by, — . 5 ies - 2 ‘ie " “ 
_ ae) \ coe - = ‘dj 
‘a fc ae i. 5 . - : 
| ~ s NS is ; & : : 
i “Ve oO eee ge me a 2 ‘ g ; oy | on ~~ ee s 
ia oh 9 : ite ri te ot ea ; : Me : 
we © \ | (“a | 
f ‘4 aa r . Fy ‘ a A > sf - = 
— , ¥ > i sie : be } 2 i ; a = 
gt ae : ; at 4 pele MG 
mi | a 
l 7 4 . ae ye . “eee ay oe  ¢ s, 
>. P, fos. ia Sin a, F a a. 
: 5 me tie ‘oo eee ee 
. “ te v } iY , al - . 
: id es a ee d x 3 , 
“ak re ) a £ , 
\ i } ae ; > - us| : - ; a 
, Ay ey " wie, @ Ce ee Je r <i a ie: i 
"SS ’ : - hg I Ee Wy m4 Re 'y o a 4 _ ; ‘ 4 . 
i a ae Ak iY. SR ig SK . eae - m j 
ae. f % —— - Wi, i Sa h, . Pi | : a “3 “4 p 
4 -? Wal }>-6 jt » J j - é 
a E * , an p a = . 
| i CL Sle | 
ce sn — P _ ae 
| - ia ae 6 lw 
E . = ae par © & * es = a . — : 
i ys : ‘4 ‘ p . * SE ry ce f iF oe g ‘ “ wi Bae 4 4 : 
i a - 4 < i Py 4 a ¥ _ = aaa - F re i 
i bo ; . 3 : if a a as Sid a gue - fa a 
| a exe & 7 7 Ei ; 
‘ t Ne ri - . al = Labs _— a oa a & J . fe 
. ~~ 30 OR 
ia P __ at be ie a — gi 
, mod Via Be « 
a l(t 
oe is ae ee all a Y RAs, Pi - 
Bes ‘ea 2 w 4% By P 
\ ™ a y } 2 S .8 Pg 3 
. 2 So <a 
a i ‘ , As th Ay mi 
om | ‘ : ‘ rd .. na . 
an " Fy ; em, ft. cl 8 ae : 
— 7% -? OSs pee oN A? ee - 
a ' yao 4 — of Sa « 
$i \| : f > * ; -— wer 2 
os yb oe he kd i 
ces a # : ae eS : 
i a - e ' ; 7 Wii ae pati See! Fe 
— 4 mm We a aa ee i" 
. i © 4 . = 1 ns aly PARR SMa an s : ae : eS : 
iy oe SSSI. ¥ ys : 
&§ y qe y 
ie it 
ee | hh , 
| — : 
7 a ee | 
a . 
: { “4 
; { ; 
a i 
; nt - ~ a 
d ee 
ne 7 : c i . . : ml : a _ : i : ‘ &. : 


64 


fiscal budgeting. The agency could, 
keep a closer watch on all sales | 
of all brands in each market and 
could then determine a _ better) 
balance of advertising monies} 
spent on each label in each mar- 
ket. 

“This is particularly important 
in the straight whisky category. | 

“Another thing that we have) 
found more successful,” Mr. Bon- | 
durant said, “has been the prep-| 
aration of presentations for sales| 
meetings, either national or local. 
The one agency preparing the en- 
tire script, films, slide films or 
what not can do a better job of 
presenting the entire corporate 
advertising picture than can two 
or more agencies trying to coordi- 
nate. 

“Still another place where one 
agency seems to work out better 
than two is in the preparation | 
of merchandising programs for) 
newspapers, magazines and out- 
door. By having one agency work 
out the entire schedule for mer- 
chandising to wholesalers, re- 
tailers, or our own men, we have | 
found that we get better coordi- | 
nated, more effective and better) 
balanced merchandising pro- 
grams.” 


es Mr. Bondurant joined Glen- 
more.25 years ago as advertising 
manager. Before that he had been 
sales promotion manager and a 
packaging specialist at Reynolds 
Metals Co. where he was instru- 
mental in helping to develop the| 


Eskimo Pie, new packaging for | 
Sun Sweet prunes, Ballard bis- | 
cuits and other products. Follow- | 
ing World War II, in which he 
served as a lieutenant colonel in 
the Air Force, he returned to 
Glenmore, and since has been 
elected a vp and director of the 
company. 

As a packaging expert, Mr. 
Bondurant has been responsible 
for many “firsts,” not only at 
Glenmore but in the liquor indus- 
try. 

Glenmore is credited with hav- 
ing been the first distiller to in- 
troduce decanters, after Repeal, 


in an effort to create extra busi- | 
ness during the holidays. This | 


came about in the late 1930s. 


s “With the introduction of de- 
canters, pre-wraps and _ other 
things that we introduced,” Mr 


Bondurant said, “we did stimu- | 
late interest and sales at the re-| 


tail level. One year, with one 
package, we did 36 times our best 
previous Christmas sales on Old 
Kentucky Tavern. When our com- 


petition saw what we were do- 
ing, they got on the bandwagon 
one by one. Out of the industry’s 
effort, a 13th month’s business 
has virtually been gained. De- 
cember retail business has be- 
come by far the largest month 


of the year and Christmas Eve | 
the best day of the year as far as 
store sales are concerned——as men | 


are notoriously late shoppers.” 


Other Glenmore “firsts” range | 
from various types of pre-wraps, | 
packages for dual and triple sales, | 
jugs and special half-gallon pack- | 


ages to so-called Captain’s De- 
canters and flask bottles with 
gold jigger tops. 


# But how about the agency side 
of the story? How does D'Arcy 
handle the Glenmore account? 

“The over-all supervision of the 
Glenmore account is a team effort 
all the way,” W. T. Raidt, D’Arcy 
vp, explained. Under the plans 
board, headed by the agency’s 
chairman, Robert M. Ganger, Mr. 


Leader in the Western 
Equestrian Field 
107,000-—june 30, 1958 
ABC 


3850 NORTH NEVADA AVENUE 
COLORADO SPRINGS COLORADO 


Raidt supervises all operations. 
Account executive John Coste, 
reporting to Robert Nash, ad man- 


ager of Glenmore, is responsible | Howe, 


; the son of Felix W. Coste, presi- | Glenmore brands. 

dent of Outdoor Advertising Inc.| Over-all plans for marketing, 
Under account executive Fred| research, media, budget expendi- 

reporting to William Kin-| tures, etc., are developed andj under direction of Douglas Boyd, 


Advertising Age, December 14, 1959 


rected by Joseph Powell. 


= Creative efforts are developed 


for the day-to-day operation of| naird, ad manager of the Yellow-| administered in close liaison with | vp and art director, and Hans 


Old Kentucky Tavern bonded and! stone division, is a similar unit| the directors of media—Frank Ott 


straight, Old Glenmore straight, 
Old Thompson blend and Glen- 
more vodka. Under him is a unit 
composed of personnel assigned to 
the departmental responsibilities 
on these labels, that is, media, 
art, production, traffic and mar- 
keting. Mr. Coste, incidentally, is 


House of Lords scotches. 


transportation 


Sauer, vp and creative director, 

bonded and|and Frank Hermes—and with the} and assembled by Cle Kinney and 

Ransom and/director of research—Pettersen | Ralph Morris. 

Marzoni Jr. | Tom Carpenter, vp and copy 
Statistical work, including mar-| chief of D’Arcy, oversees the cre- 


s The outdoor department has| ket studies, trends, sales patterns, ative work of two teams of copy- 
specific personnel responsible for} historical data, competitive acti-| writers including Norman Wexler, 
all bulletins, posters, rotaries and| vities, etc., are also under Mr. | Robert Kaufman and Norman 
advertising for|Marzoni’s department and di- | Rau. 


| 


| 
| 


WOMAN’S DAY 


Woman’s Day has the recipe to make your sales rise along with this powerful magazine’s 
advertising linage. With 87% more linage in this issue than in December 1958, and an 
advertising revenue of $1,025,000, Woman’s Day racks up the biggest December in its 
history...also its third consecutive over-a-million-dollar issue. Total 1959 revenue soars 
65% ahead of 1958. Woman’s Day circulation, too, continues to surge. All single-copy 
sales, of course! See the box score at right — ’ 

and let your sales rise like hot cakes too. WOMAN S DAY 


©1959 WOMAN’S DAY, INC. A FAWCETT PUBLICATION 
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Arthur Pritchard directs all 
production and traffic. 

“With all Glenmore labels in 
this agency,” Mr. Raidt said, “we 
are able to effect an equitable 
balance of expenditure in all 
product categories according to 
market potential and sales ob- 
jectives. 

“In many markets we will de- 
liberately separate the media ef- 
forts of the straight whiskies. For 
instance, in Los Angeles, Yellow- 
stone goes into newspapers and 


Old Kentucky into outdoor.” 

Glenmore, incidentally, has 
been a consistent user of out- 
door advertising. This year the 
company’s investment in posters 
and painted bulletins will approx- 
imate $400,000. 

Painted bulletins are used on a 
flexible rotary plan that spreads 
over eight markets—St. Louis, 
Kansas City, Los Angeles, Dallas, 
Fort Worth, Memphis, Louisville 
and Nashville. Painted bulletins 
are also used in several other 


cities, and posters are used in a 
number of other markets. 


= An outstanding example of the 
effectiveness of outdoor has been 
demonstrated recently in Massa- 
chusetts where the 12-month 
posting program for Old Thomp- 
son, not advertised in magazines 
and newspapers there, has helped 
move the brand from a weak 
label to second place in sales in 
that market. 

As a direct placement agency, 


offering personalized services to| 
clients at the grass roots level, 
D’Arcy has worked closely with | 
Glenmore personnel in the in- 
spection and purchase of bulletin | 
space throughout the country. The | 
agency staff is familiar with most | 
rotary plans in the country, since 
the agency had a hand in building 


many of them up in the past for|' 


clients. Its experience in outdoor | 
dates back to 1906, and it was the 
first agency, so far as is known, to 
organize an independent outdoor 


WOMAN’S DAY CIRCULATION 


First Six Months Average 1958: .... 


Last Six Months Average 1958:.... 
First Six Months Average 1959: 


PUBLISHER’S STATEMENTS TO ABC 


Leben aR ASe ise csdasys 2,705,796 
ate PE 
ius nateadeweiais er evicdsse se eee 


department, which it did in 1924. 

“But we are also able to use 
magazine split runs effectively,” 
Mr. Raidt pointed out. “Right now, 


for example,” he said, “we are 
using Sports Illustrated for Old 
Kentucky in all national editions, 
while Yellowstone and King’s 
Ransom are using a split-run set- 
up also in this magazine. 

“From the standpoint of mer- 
chandising we are able to effect 
a combined effort by markets and 
media. This year we are directing 
the largest, most frequent mer- 
chandising program in Glenmore’s 
history, directing an almost twice- 
a-month mailing to distributors 
and distributor-salesmen, retailers 
and Glenmore sales personnel, co- 
ordinated with merchandising aid 
from newspapers, magazines, busi- 
ness papers and outdoor plants. 


a “Close cooperation is also main- 
tained with Glenmore’s advertis- 
ing department under Mr. Bon- 


durant, in developing integrated 
point of purchase material. The 
agency also sits in with Mr. 


Bondurant on packaging develop- 
ments and decisions, and acts as 
liaison between Mr. Bondurant 
and Donald Deskey Associates, 
Glenmore’s packaging counsel.” 

All in all, Mr. Raidt said, about 
45 agency people are either di- 
rectly or indirectly involved in 
the administration of the Glen- 
more account. 

Currently, Glenmore is using 
523 newspapers, 5 national maga- 
zines, national and local business 
papers, outdoor in 39 markets 
and extensive point of purchase 
materials. # 


LOOK to im. 


YOUR BEST PROSPECTS DO! 
Every month these people 
receive Industrial Marketing 


SELLING AND 
ADVERTISING 
TO BUSINESS 
AND INDUSTRY 


200 EAST 
ILLINOIS ST, 
CHICAGO 11, ILL 
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PHOTOGRAPHIC 
REVIEW 


Sarnoff Butler Morton ‘ Cornelius 
AWARD—David Sarnoff, chairman, and John Cornel- “in recognition of the foundation’s work in getting 
ius, president, of the American Heritage Founda- more of our fellow Americans not only to register 
tion, accept an award for the foundation from Paul and vote but also to participate in and contribute 

SMILES OF ACHIEVEMENT—James M. Skinner Jr., president, and Donald Butler, Democratic national chairman, and Sen. to the party of their choice.” 
G. Fink, director of research, Philco Corp., accept silver medallions Thruston Morton, Republican national chairman, 
of achievement from Edwin Coz, president of the Poor Richard Club, 
= Philadelphia, and director of promotion for Atlantic Refining. ¥ ; 
4 


Cox Skinner Fink 


AD PLANS—Erwin 
C. Uihlein (left), 
Jos. Schlitz 
Brewing Co. 
president, dis- 
cusses 1960 ad- 
vertising plans 
with Norman H. 
Strouse, president 
of J. Walter 
Thompson Co., 
the Schlitz agen- 
cy. Schlitz will 
continue its “Real 
Joy of Good Liv- 
ing” theme in 
1960, but with =e ames 
emphasis on peo- move up to 

ple in simple sur- r. 
roundings. This 
ad will appear during March and April in Argosy, 

Life, Look and The Saturday Evening Post. 


SON Saeco bewes 


SCOTKINS—Scott Paper Co., Chester, Pa., has re-done its packages for 
its Scotkins dinner napkins. A Scotkin napkin is featured lying on a 
luncheon or dinner plate. 


Ne nh Sabie ar: ea cae $T uD Y—D r. 
Charles W. Allen 
(left), head of 
journalism, and 
Dr. Robert B. 
Kamm, dean, col- 
lege of arts and 
sciences, Okla- 
homa State Uni- 
versity, look over 
initial grant of 
$500 to support a 
nationwide study 
of advertising in- 
struction in col- 
leges and univer- 
sities sponsored 
by Advertising 
Federation of 
America. 


. Me 


Pittsburgh's Favorite Holiday Josh 
NEW! IMPROVED! 


Hudson Payne Kelly Hicks Davis & Hi dittom 

Weaver McDermott Pleuthner , 
BRAIN INTEGUMENTS—This gag photo was taken when individually. Helping out are Austin A. Weaver, OH MY GOSH!—It’s Frothingslosh time again. And for the sixth holiday 
Willard A. Pleuthner, vp and coordinator of com- Financial Post; Andrew A. McDermott, Radio & season Pittsburgh Brewing Co. puts out Olde Frothingslosh Pale 
pany communications, Batten, Barton, Durstine & Television Sales Inc.; G. Hector Hudson, Crain Stale Ale with the Foam on the Bottom, which it sells in a six-state 
Osborn, New York, appeared before the Advertising Business Systems; James K. Payne, D’Arcy Adver- area. Here Rege Cordic, KDKA, Pittsburgh radio outlet, addresses 
and Sales Club of Toronto to explain “brainstorm-  tising Co., Toronto; Victor E. Kelly, Maclean’s Mag- the annual Olde Frothingslosh sales meeting. Mr. Cordic orginated 
ing.” It demonstrates that each audience to which zine: Michael Hicks, BBDO, Toronto, and Curt the ale on his wakeup show, “Cordic & Co.,” as a spoof on beer 
promotion material is directed must be considered Davis, Le Petit Journal. commercials. 
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Photo Courtesy E. I. DuPont de Nemours & Co.. Inc. 


The Chemical Engineer wraps 1,000,000,000 packages a year 


Transparent bags for tempting foods, “wraps” big 
enough to cover your car... contributions for con- 
venience and better living made possible by the 
Chemical Engineer and his technology ... 


The Chemical Process Industries are big — spending 
over $50 billion for equipment and supplies, turning 
out over $85 billion in products that range from packag- 
ing materials to pickling acids to paints. In this broad 
spectrum, one essential element—the chemical engineer 
in all his functions. He designs, builds and operates the 
plants . . . develops the processes and the products, 
keeps costs in line. He’s your most critical buying influ- 
ence for raw materials, equipment and services. 


To reach this man and win his brand regard, only 
one sure way—the new, every-other-Monday CHEMICAL 
ENGINEERING — still his 3-to-1 choice in all his func- 
tions. Now he gets it more 
often, reads it more thorough- 
ly ... Starch “Noted” scores 
up 11.3%, “Read Most” 
scores 28.7 % higher, inquiries 
15.5% above 1957’s monthly 
issues. Editorial readership 
level up 10%. Circulation at 
record high. CHEMICAL 
ENGINEERING, McGraw-Hill 
Building, New York 36, N. Y. 


Published every-other-monday for Chemical Engineers in all functions @ @ 
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\H Men 


| Samstag Leaves Time Inc. 
to Open Consultant Office 
Nicholas Samstag has relin- 
quished his job as promotion direc- 
tor of Time Inc., New York, and 
| will serve the company in “an ad- 
visory rather than supervisory” 
|capacity. He also will operate his 
own consulting company, special- 


se Sullca o Compony 


public relations. One of his first 
clients is Time. It is expected that 
| Time Inc. will name Bernard Auer, 
circulation head, to be circulation 
and promotion director, with Rhett 
Austell, now in circulation, moving 


| izing in promotion, advertising and | 


a 


to circulation manager, and Robert 
Fisler, now with Sports Illustrated, 
becoming promotion manager. 


National Gypsum Names Four 

Richard R. Bevan has been 
named sales promotion manager of 
National Gypsum Co., Buffalo. He 
will be succeeded in his former post 
of advertising manager of the as- 
\bestos division by R. V. (Vic) 
|Moran. The company also has 


named Dion T. Rahill advertising | 


manager of its paint division, in- 
cluding Canadian subsidiaries, and 
|appointed MacGregor Wilson, for- 
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merly ad manager of the metals 
processing division of Curtiss- 
Wright Corp., Buffalo, manager of 
technical publications. 


Wilding Names MacRea 


James MacRea has been named 
director of creative marketing at 
Wilding Inc., Chicago, producer of 
business films. Mr. MacRea for- 
merly conducted his own speaking 
course for executives. Before that 
he was an account executive in| 


| 


NAB Honors McCollough 


Clair R. McCollough, president 
and general manager of Steinman 
Stations, Lancaster, Pa., has been 
selected to receive the 1960 Distin- 
guished Service award at next 
year’s convention of the National 
Assn. of Broadcasters. 


Fry Joins Aawl Advertising 
Fred Fry has joined Aawl Adver- 

tising Agency, Cincinnati, as senior 

account executive. Mr. Fry was for- 


Grant Advertising Co.’s Bogota,|merly assistant to the president of 
Colombia, office, and a market an-| Hubbel Advertising Agency, Cleve- 
alyst with Bell & Howell, Chicago. | land. 


SULKA SWITCH—A. Sulka & Co., New 
York, tries a switch in its ad ap- 
proach with this cartoon treatment 
for its ties in the Dec. 5 New York- 
er. The tie maker is watching reac- 
tion carefully to see if the Richard 
Osborn cartoons appeal to its cus- 
tomers. Irving Serwer Advertising 
is the agency. 


Oregon Dailies Keep 
Publishing Jointly 


as Strike Continues 


PORTLAND, OrE., Dec. 8—The Or- 
egon Journal and Oregonian con- 
tinue to publish a combination 
daily and Sunday newspaper de- 
spite the strike called Nov. 10 by 
the stereotypers’ union (AA, Nov. 
23). Members of other mechanical 
crafts and editorial guild members 
have refused to cross the picket 
line. 

More than 400,000 daily and more 
than 500,000 Sunday newspapers 
are being printed and distributed 
to the respective subscribers and 
dealers of the two newspapers by 
supervisory help and new trainees. 
Salesmen and clerical help and new 
trainees went to work the morn- 
ing of Nov. 10 in the plant of the 
Oregonian to accomplish this feat, 
which makes history in the opera- 
tion of metropolitan newspapers. 

Local and national, as well as 
classified advertising, originates in 
the afternoon edition of the Oregon 
Journal and continues through the 
morning editions of the Oregonian. 
Only advertisements to run in both 
newspapers are accepted, and reg- 
ular contract rates for each paper 
apply. 

A Page 1 editorial in the two 
dailies stated: “The Journal has 
joined hands with the Oregonian 
as a production necessity. It is an 
independent home-owned corpora- 
tion and intends to return to sepa- 
rate production in the Journal 
plant when the production prob- 
lems for the operation of the two 
plants have been solved.” 


Endicott Johnson Names 
Morris to New Ad Post 


Louis G. Morris, a member of the 
advertising department of Endicott 
Johnson Corp., Endicott, N.Y., since 
1950, has been appointed manager 
of advertising and promotion of the 
shoe company. Also appointed were 
John K. Madden, product planning 
director; Jack Feeney, special serv- 
ices manager; W. Howard Hall, 
manager of sales forecasting and 
analysis, and Robert Dowd, mar- 
keting research manager. 


Pepsi Bottler of Milwaukee 
Names Butcher-Sherwood 
Pepsi-Cola Metropolitan Bottling 
Co. of Milwaukee has appointed 


Butcher-Sherwood, Milwaukee, to 
handle its advertising, effective 
Jan. 1. A total of 14 agencies 
solicited the account, which for- 
merly was 


handled by Kenyon & 
Eckhardt, Chicago. Billings are es- 
at more than $100,000. 


timated 


USE“! 


Because here your 


Pa 


CLOSING-DATE 


DE 


Whether for sudden emergencies or sudden 
opportunities, The Wall Street Journal’s short, 
short closing dates and daily frequency provide 
you with jet speed whenever you want it. You 
need no longer be tied down to long-range 
commitments, or to sit resignedly by as labor 
disputes, weather conditions, unexpected manu- 
facturing developments or price situations play 
hob with your advertising’s meaningfulness. 

Speed is one of the valuable dimensions of 


E 
LIVE-LINES 


Wall Street Journal maneuverability. Create an 


BECOM 


ad today and it can be selling for you clear 
across the country before a week goes by. 
Should you need to shift your approach or 
intensify your attack . . 
its pliable set-up works hand-in-hand with your 
needs and desires. 

No other national management publication 
gives you so much total flexibility as does The 
Wall Street Journal—the one key executives 
everywhere say is “The Most Useful One.” 
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Advertising Age, December 14, 1959 


Miller Names George Potts: 
Four Publishers’ Reps 

Miller Publishing Co., Minneap- 
olis, has appointed George W. Potts 
advertising sales manager of the 
Northwestern Miller. Mr. Potts 
joined the company in 1940. Re- 
cently he has been an advertising 
sales representative in the East. 

Miller has also named four pub- 
lishers’ representatives for its 
newest publication, Professional 
Nursing Home. Representing Miller 
in the East will be Austin Le- 
Strange Co., New York. A partner 
firm in Chicago, LeStrange Co., 


will service the midwestern states;; mail plant in the U. S., Donnelley 


Martin Newell and Tom Letch, 
Kansas City, are assigned 
southern and southwestern states, | 
and Frank Wenter & Co., Los An- 
geles and San Francisco, will repre- 
sent the publication in the Pacific 
Coast states. 


Donnelley to Build New Plant 
Reuben H. Donnelley Corp. will 
build a new direct mail advertis- 
ing plant on a 20-acre section in 
Oak Brook, Ill., a Chicago suburb. 
The one-story, four-acre building 
will be the largest single direct 


the | 


said, and will employ more Le, | Variety Chains to 
1,800 persons. Construction will Hike Budgets Says 
a 


start in 1960, and the plant is ex- 
pected to be completed by March, | ‘Chain Store Age’ 
New York, Dec. 8—Variety store 


1961. 

Keyes, Martin Adds Three chain advertising budgets for 1960 
Gilbert Plastics Inc. and Albert | Will increase by 15% to 25% over 

Klingelhofer Machine Tool Corp.,| 1959, according to a survey by 

both of Kenilworth, N. J., and Nafi| |Chain Store Age. 

Corp., Trenton, N. J., floor cover-| The variety chain executives sur- 

ing manufacturer, have named| veyed said they expect 1960 to be 

Keyes, Martin & Co., Springfield,|the keenest promotional year in 

N. J., to handle their advertising | the industry’s history. Although the 

and public relations. \bulk of their advertising will re- 
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Eastern Edition 
NEW YORK & WASHINGTON, D. Cc. 
44 Broad St. « 1015 14th St., N.W. 


Southwest Edition 
DALLAS 
911 Young St. 


Pacific Coast Edition 
SAN FRANCISCO 
1540 Market St. 


© Dow Jones & Company, Inc. 1959 


main in newspapers, most variety 
chains reported plans to devote 
more money to radio and television, 


|primarily locally. 


‘Other highlights of the Chain 
Store Age survey: 


e Promotions will reflect an at- 
tempt on the part of variety stores 
to create a quality image, with val- 
ue merchandise complemented by 
higher quality merchandising in 
some departments, such as cos- 
metics and apparel. 


e Consumer credit in varying 
forms is now offered by about 40% 
of the variety chain stores. # 


AAAN Adds Member 

National Advertising Service 
Pvt. Ltd., Bombay, has been elected 
to membership in the Affiliated 
Advertising Agencies Network, 
Chicago, bringing the network's 
membership total to 59. National 
Advertising is the first Indian 
agency to hold membership in 
the American network, and is the 
13th overseas affiliate to hold an 
AAAN franchise. 


association president says: 


“We Screened Several 

Midwest Cities Before 

Choosing Bloomington- 
Normal for Our New Offices” 


Selecting a site for our new of- 
fice was not an easy job, or one 
that was taken lightly by any- 
one at the Illinois Agricultural 
Association. We first retained 
the services of a professional 
locating service. They, in turn, 
carefully screened the entire 
state for the right place to lo- 
cate the new IAA offices. 
Bloomington-Normal was the 
final choice of the IAA Board. 


We are looking forward to 
the time when our new office 
building is completed and we 
will be rendering service to our 
members from our new home 
in this fine community. 


William J. Kuhfuss, 


PRESIDENT 
Illinois Agricultural Association 


It’s a 
fact! 


Bloomin 


ton- 
Normal makes up 
the 7th largest 
drug sales mar- 
ket in Illinois. 
Your advertising 
in the Panta- 
graph assures 
coverage of this 
prosperous area. 


BLOOMINGTON-NORMAL, ILLINOIS 
FULL COLOR 


NOW AVAILABLE 


Represented by Gilman, Nicoll & Ruthmar 
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In the first six months of 1959, 


eighteen of America’s twenty largest 


Lane 


magazine and TV advertisers used 


Parade. The nineteenth joined up this 


Fall. Can this be coincidence... or 


is it proof that Parade’s 10 million 


homes are just too big a market 


for the big advertiser to ignore. 


The Sunday Magazine 
section of strong news- 


papers throughout the 
nation, reaching 10 million 


homes every week. 
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Family-of-Products Image Back? 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


Agencies Ask Us... 


New Agency Image Needed to Solve 
Profit Problem 


By Kenneth Groesbeck 
Advertising Agency Consultant 


One of my New York agency friends 
asked me the other day, “How important 
is our business in public relations?” 

I started to give him the usual orthodox 
“for and against” summary of this field, 
when suddenly I got 
the feeling that this 
might be a key ques- 
tion whose answer 
could solve the basic 
problem which con- 
fronts all of us. 

This, as we know, 
is how to make 
money in agency 
work when we are 
squeezed between 
the usual fifteen 
per cent ceiling and 
the rising floor of demand for more serv- 
ices. 

The recent Four A’s report on agency 
profits has _ spotlighted this situation 
anew, without suggesting any remedy 
except the obvious one of doing less or 
charging more, both measures of desper- 
ation, difficult to sell to clients, and open- 
ing the door to illegitimate competition 
and price cutting on which practically 
every one loses. 

Could public relations service by agen- 
cies help solve this problem? I wondered, 
and if so, how? Does the very term, “pub- 
lic relations,” mean much more than we 
have realized? Is it an old name for a new 
and perhaps vital concept? 


Kenneth Groesbeck 


# The more I think about it, the more I 
believe that the agency, large or small, 
which is capable of giving its clients good 
business advice, which it may well sell 
under the familiar term. “public relations”; 
which offers this service and proves its 
value in actual performance, will have no 
trouble whatever in holding its business 
and being properly paid for its services. 
I have seen this method result, very fre- 
quently, in long and satisfactory agency- 
client relations. 

Note that there are two elements in 
this prescription. The first is ability. 
Sending out attractive publicity releases 
is the smallest and least important part 
of this type of service. By public rela- 
tions ability I mean sufficient business 
judgment to guide the client toward 
successful performance in its internal 
and external communications with al] in- 
dividuals, corporations and_ situations 
which importantly affect its welfare. 

“Quite an order,” you remark. “You 
are suggesting that the agency promo- 
tionally knows more about running the 
client’s business than he does himself.” 

Exactly. I am suggesting all of this, al- 
though I am only calling it “public rela- 
lations.” 


a The second element in this prescrip- 
tion is proof of the ability. This takes the 
form of actual suggestions for the better- 
ment of the advertiser’s business which 
are tried out, and found good. 

When an advertising agency has suc- 
ceeded in making a few direct hits of 
this kind it moves beyond the field of ad- 


vertising and becomes a_ valued and 
trusted counselor. Once it occupies this 
unique position in the estimation of the 
advertiser, it can suggest whatever pro- 
cedures it considers desirable in any pro- 
motional areas, put a price tag on them 
in advance, and get properly paid for its 
services. 

“The promotional field” is a compre- 
hensive term. It covers all communica- 
tions from the advertiser, internal and 
external, which, as the term implies, pro- 
mote its welfare. 


= Agencies must move warily in assum- 
ing the responsibilities involved in these 
excursions into the advertiser’s bailiwick. 
They must not attempt to get into prob- 
lems about which they know too little, 
and which it may be impossible for 
them to solve, short of many years of 
experience. 

Much of product planning and produc- 
tion may well be beyond the agency’s 
abilities or potentials, and if we stick our 
neck out and make a mistake here, where 
the client is so thoroughly experienced, 
the whole confidence structure may be, 
at one fell swoop, destroyed. 

We are, because of our work in many 
varieties of promotion, more experienced 
than most clients in the general prin- 
ciples of selling and marketing. We must 
make ourselves also more knowledgeable 
in promotional public relations. When we 
know more than the client does about 
running his business in these areas, we 
become so essential to him that our ad- 
ditional charges for work beyond the 
fundamentals of agency service are passed 
without difficulty. 

If we examine this whole problem of 
additional services demanded by manu- 
facturers from their agencies which make 
it so difficult for us to make money, what 
do we find? Most of the services asked 
for are in research or marketing, are 
they not? Areas which business men 
formerly covered for themselves, perhaps 
in a cursory manner, to be sure, and 
which now, they have discovered, they 
can dump into the agency’s lap, often 
(if they are shrewd shoppers) for free. 


s What they are really asking us to do, 
when you come to think of it, is tell them 
how to run their businesses in many im- 
portant aspects of their operations. 

Agencies should be so competent in 
public relations communications, to use 
the familiar term, that they welcome this 
demand from their clients, find it in line 
with the type of advice they can render, 
bat a high average in their answers, and 
justifiably charge plenty for this business 
judgment service. 

Note that they will only be able to 
make these charges if they have estab- 
lished themselves as advisers, if their 
advice has been taken and found good, if 
they have become, in the opinion of the 
advertiser, a reliable source of proce- 
dures which the client has found profit- 
able. How do we go about this? 


® The timing and chronology of establish- 
ing this new and desirable relationship be- 
tween client and agency is important. You 
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do not just start out by saying, “This is a 
new kind of arrangement, one in which we 
are going to do more for you, and you are 
going to pay us what we deserve.” We 
have to establish our value first. 

By all means start by establishing what 
are the normal services you render as 
an advertising agency, without addition- 
al charges, and what services you offer 
for which fees will be paid. 

Emphasize, if you will, however, the 
all-over public relations promotional 
services which you consider the essence 
of agency value. Sell your agency initially 
on this concept. 

Land new business on the excellence 
of your business judgment in promotion- 
al fields, rather than only as writers of 
good copy or even as marketers. Get off 
on the right foot from the very start. We 
must establish an entirely new “agency 
image” in the advertiser’s mind. 


New as this image must be, it will be 
most easily established within a familiar 
frame of reference such as public rela- 
tions, rather than attempting the more 
difficult job of building an entirely new 
and unfamiliar concept. Its implementa- 
tion, of course, may well depart entirely 
from commission remuneration, as so 
many agencies are presently doing. 

We must become, in the mind of the 
advertiser, primarily business counselors. 
And when we have sold this concept, we 
must be prepared to make good on it or 
we are out of luck. Can you think of a 
better solution to our fundamental profit 
problem? Not only “Be worth more,” but 
do so where the advertiser is most in 
need, 

The handle by which we can lift our- 
selves into a position of greater respon- 
sibility and remuneration may well be 
waiting for us to grasp. # 


ALFRED D. McKELVY—who got into 
the agency business to pay off a debt? 
Back there in the depression, Mr. Mc- 
Kelvy invented a cigaret vending machine 
that sold one butt at a time. It sounded 
like a good idea, but Mr. McKelvy dropped 
a packet. “I paid off everybody but the 
advertising agency 
and I wound up 
working for it—the 
| Russell Comer shop 


' in Kansas City.” 
, => a Mr. McKelvy, a 
ma te ° native of Atchison, 


4 a Kan., who now lives 

PP in Atherton, Cal., 
: became a new busi- 
ness man with a cre- 
ative flair. He wrote 
104 instalments of 
something called 
“The Modern 49ers,” a radio show sub- 
sequently purchased by Tidewater Oil, 
then with the Kudner Agency. “It was 
pretty corny,” says Mr. McKelvy today, 
“but the public liked it.” 


Alfred D. McKelvy 


s This, naturally, brought him to the at- 
tention of the late Arthur Kudner, who 
hired Mr. McKelvy and put him to work 
on the Johnson & Johnson account. After 
a year or so he switched to BBDO and 
worked on the Borden’s fluid milk busi- 
ness. Mr. McKelvy had taken three days 
of a Canadian vacation when Roy Dur- 
stine phoned him and told him to make 
tracks for Minneapolis and. the Cream of 
Wheat account. 

In his spare time, the inventive Mr. 
McKelvy completed a design for “some 
little jugs’—and started Seaforth toilet- 
ries. He did a $3,000 business the first 
year—and $2,500,000 in the fourth. At the 
time he sold Seaforth to Vick Chemical, 
the toiletries operations was doing $4,700,- 
000 with a net of $400,000. McKelvy sold 
out to Vick for about $500,000. “I wish to 
hell I had never sold it,” says Mr. McKelvy 
now, adding that Seaforth has proved a 
nifty operation. In any case, Mr. McKelvy 
has “some Vick stock still.” 


s McKelvy stayed on as Seaforth prexy 
till 1945 and finally moved to California 


What They're Doing Today 


WHAT'S BECOME OF... 


in 1949. Restless for a new product, he 
spent two years on research, then bobbed 
up with a powdered, concentrate mix 
called TobyJell. This was reputed to pro- 
vide jelly at about a fourth the retail 
price of contemporary jellies. In Septem- 
ber, 1953, McKelvy took TobyJell into the 
New York market on the wings of $250,- 
000 campaign. He'd already formed an out- 
fit called American Brands Corp. to put 
out TobyJell and he had Douglas Leigh, 
the outdoor spectacular king, as a partner. 

TobyJell was “all right” but it was no 
ball of fire and McKelvy, who has been 
credited as the developer of the first flour 
mix, decided to get out of the jelly field 
and into some “big league” business. 

Somewhere along the line he had a 
conversation with a Texas oil man who 
gave him his clue. The man said: “You 
can make a million in the oil business and 
the trade papers won’t even mention your 
name.” Mr. McKelvy liked the promise of 
profitable anonymity—“Can you imagine 
a business where you can make a fortune 
and it’s so commonplace the trade papers 
don't even bother with you?”—and off he 
went to Standford University to study 
geology. 


s When he'd learned all he figured he 
needed to know about drilling for oil and 
gas, Mr. McKelvy went off to Kansas, “the 
most completely mapped gas and oil state” 
in the Union. He drilled eight experiment- 
al wells—and all of them “came in.” Mr. 
McKelvy sold out and today he’s in west 
Kansas, “where the gas wells are big and 
expensive and the returns are bigger.” 

With 35,000 acres of leases on the Kan- 
sas-Colorado border, Mr. McKelvy is the 
largest individual leaseholder in the Sun- 
flower State. One of his wells—originally 
missed by a big oil company—brings in 
8,500,000 cubic feet of gas daily. In all, 
he has 22 huge wells, ranging from 13,- 
000,000 cubic feet a day to 28,000,000 daily. 
daily. 

Millionaire McKelvy, now 58, expects a 
net profit from these holdings of some- 
thing like $400,000 next -year, which he 
will split with a couple of old acquaint- 
ances from the advertising and public re- 
lations fields, who are his partners, # 
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What's Doing an the Legal Front... 


‘]-Up’: a Case History of 
Brand Name Protection 


By Sidney A. Diamond 
Member of the New York Bar 


During the past several years, The 
Seven-Up Co. has been carrying on one 
of the most determined trademark polic- 
ing campaigns ever recorded in the law 
books. This program reached an unprec- 
edented climax re- 
cently when the 
U. S. Patent Office 
on a single day is- 
sued 
seven separate pro- 
ceedings involving 
the “7-Up” trade- 
mark. A brief re- 
view of these deci- 
sions, even though 
they are still subject 
to appeal and possi- 
ble reversal, makes 
an instructive case history for anyone 
concerned with brand name protection, 

First, a bit of background. “7-Up” was 
introduced in 1928 as a dark-colored, 
spice-type Urink. In 1930, this flavor was 
discontinued and the trademark “7-Up” 
was switched to a lemon-lime product. 
That year, enough extract was sold to 
produce approximately ten thousand 24- 
bottle cases of “7-Up”; then the product 
caught on rapidly and by 1956 (the most 
recent year referred to in the Patent 
Office decisions) sales had risen to one 
hundred million cases per year. 


decisions in 


Sidney A. Diamond 


e*Starting as early as 1934, literally 
dozens of other soft drink brands con- 
taining the word “Up” have appeared on 
the market, most of them for lemon-lime 
beverages. At the beginning, The Seven- 
Up Co. apparently had no consistent 
policy about dealing with these trade- 
mark problems, but it did start some 
lawsuits for infringement, and it also 
began to oppose applications in the U. S. 
Patent Office for conflicting trademark 
registrations. 

More recently, it seems to have op- 
posed every “Up” mark presented for 
registration, and it also has been attempt- 
ing to cancel some of the registrations 
that were issued in prior years. The 
Seven-Up Co.’s record is somewhat less 
than perfect, but it has won the majority 
of its cases, and, in addition, a number of 
the “Up” marks that either survived at- 
tack or went unchallenged have disap- 
peared from the market with the passage 
of time. 


= There is no doubt about the fact that 
“7-Up” is a well-known, heavily-adver- 
tised brand that represents extremely 
valuable good will. The basic legal ques- 
tion in these trademark cases is whether 
the disputed mark resembles “7-Up” so 
much that it is likely to create confusion, 
mistake or deception among purchasers 
of the merchandise. Against this back- 
ground, let us examine what happened 
mn each of the seven proceedings decided 
imultaneously by the Patent Office. 

he first case involved an application 
trademark “Que-Up,” introduced 

1951 for a lithiated lemon drink. The 
principal argument made against the 
Seven-Up Co.'s position was that it had 
permitted so many “Up” marks for soft 
drinks to be used and registered without 
objection over the years that there no 
longer was any likelihood of customer 
just because another drink 
used “Up” in its brand name. The Patent 
Office ruled, however, that Seven-Up did 
not have to show it was the exclusive 
user of the “Up” component in order to 
raise the objection. The decision pro- 
ceeded to point out that the way in which 
the “Que-Up” mark was displayed (it 
also appeared in the form ‘“Q-Up”) 


r the 


confusion 


closely resembled the “7-Up” form of 
display, including white letters on a red 
rectangle, with an upward slant. 


s The Assistant Commissioner of Patents, 
quoting from an opinion by a federal 
judge, commented that “the most success- 
ful form of copying is to employ enough 
points of similarity to confuse the public. 
with enough points of difference to con- 
fuse the courts.” The Patent Office also 
held that the possibility of confusion was 
increased because the product is inex- 
pensive and frequently purchased on 
impulse. In addition, it is the kind of 
product that the retailer often serves to 
the consumer, and an imitative trade- 
mark provides an opportunity for an 
unscrupulous merchant to substitute the 
“off brand” on a call for “7-Up.” The 
“Que-Up” trademark application there- 
fore was rejected. 

In the second case, the trademark “Mor- 
Up” had been registered for a lemon-lime 
drink that first appeared on the market 
in 1953. The Seven-Up Co. did not object 
to this application while it was pending 
in the Patent Office, but, within two 
weeks after the “Mor-Up” registration 
certificate was issued, Seven-Up filed a 
petition to cancel it, asserting that it 
should never have been granted in the 
first place. The same basic claim of 
likelihood of confusion between the two 
trademarks was made by Seven-Up in 
this case; but Seven-Up also charged that 
the use of ‘“Mor-Up” was part of a raid 
on Seven-Up’s good will by a number of 
its competitors, whose conduct tended to 
make the purchasing public think that 
the syllable “Up” simply identified a 
lemon-lime drink. 


s The “Mor-Up” bottler took the position 
that “Up” had acquired the descriptive 
connotation of identifying a lemon-lime 
drink long ago, so that neither the Seven- 
Up Co. nor any other beverage company 
could claim the exclusive right to use it. 
Here, the Patent Office went into a careful 
consideration of trade paper advertise- 
ments and other evidence from which it 
concluded that the industry does recog- 
nize the syllable “Up” as a designation 
for a lemon-lime drink. 

The opinion concluded that this must 
have come about through a combination 
of two or more of the following: a “star- 
tling lack of ingenuity” in the selection of 
trademarks in the soft drink industry; a 
“calculated effort” in the industry “to 
destroy the effectiveness” of a successful 
brand, or a preference within the indus- 
try for “a free ride on the coattails of 
another rather than to rely upon one’s 
own talents.” 


= The Patent Office found, however, that 
the word “Up” does not have this de- 
scriptive meaning to the consuming pub- 
lic, and therefore that confusion between 
“Mor-Up” and “7-Up” was likely. The 
assistant commissioner of patents said it 
was hard to see why a trademark includ- 
ing the suffix “Up” should have been 
chosen for the same color and flavor of 
beverage as “7-Up” “unless there was a 
deliberate purpose to obtain some ad- 
vantage from the consumer demand” 
created by the Seven-Up Co. The decision 
here was to order the ‘““Mor-Up” registra- 
tion canceled. 

The next case involved an application 
to register “Jump-Up,” again for a 
lemon-lime drink. This one was intro- 
duced in 1954. The arguments pro and 
con were almost identical with those ad- 
vanced in the “Mor-Up” proceeding. The 
Patent Office once again discussed the fact 
that “Up” apparently had taken on a 
descriptive meaning within the industry, 
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The Creative Man’‘s Corner... 


Martin Masses 
vearning to be free, 
lift up your heart, 
lower vour eyes, 
and drink in 
the magic 
formula made 


for VOR... 


pression make Roosevelt? 


thing you just can’t plan. + 


More than Talent 


If you, too, are part of the huddled 


3 | =the Gimlet 
WJ © Rose's Lime Juice 


Really successful advertising, let’s be honest, like really successful men, re- 
quires more than talent and brilliance. It requires timing. 

Would Lincoln, for example, have done as well as he did if he had been 
President during McKinley’s administration? Would Washington have gone 
gloriously down in history if he had held office during Harding’s years? And if, 
as the Democrats used to claim, Hoover made the Depression, didn’t the De- 


When booze first started flowing after the long drought, there was nothing 
quite so popular as a cocktail book. People made everything from a Jack Rose 
to a Bronx. Then, suddenly, they became tired—or blasé—and concentrated on 
old fashioneds, manhattans and martinis. Nobody printed cocktail books. 

It is possible we have now come full circle. Vodka floated into popularity 
with a mixed drink called a Moscow Mule, followed by an equally revolting 
concoction called a Screw Driver. (“When I want orange juice, I’ll order it.’’) 

And now comes the Gimlet. From what we gather, the Gimlet is spreading in 
popularity. Tastes like a cool martini. This ad about the Gimlet is good. But if 
it succeeds, it will succeed, we believe, because the time is ripe for what it has 
to sell. Makes a great difference. Makes many a piece of good copy brilliant— 
not because it’s brilliant as copy, but because of the results. And this is some- 


but stated: “There is nothing in the 
record, however, which remotely suggests 
that to the purchasing public, the word 
has any descriptive significance.” 


® Here, too, the Patent Office noted that 
these are “inexpensive, casually and 
impulsively purchased products which 
often are poured from the bottle before 
serving—particularly in bars.” The use 
of the “Up” suffix on the same type 
of beverage in the same color bottle 
“provides an opportunity for consumer 
confusion and mistake.” The assistant 
commissioner accordingly denied the 
“Jump-Up” application. 

Case No. 4 deals with the trademark 
“Way Up.” Once again, the flavor was 
lemon-lime, but this time the assertion 
was made that the party applying for 
registration had been using “Up” as part 
of a trademark for carbonated beverages 
since long before The Seven-Up Co. got 
started. When it came to proving this 
claim, however, it turned out that what 
the applicant had in mind was some 
citrate of magnesia he had bottled during 
the flu epidemic of 1918 under a label 
reading, “Always Up B 4 U—Night Be- 
fore—Morning After.” 


s The Patent Office was unable to see 


what all this had to do with the use of 
“Way Up” as a trademark for a lemon- 
lime drink. The “Way Up” bottler also 
entangled himself in some legal techni- 
calities that cast doubt on the validity of 
his own application. The decision once 
again was in favor of the Seven-Up Co. 
on the ground of likelihood of confusion. 
At this point in the day’s list of cases, 
Seven-Up’s winning streak ran out. The 
decisions that it lost are just as instruc- 
tive as the others, however, because they 
demonstrate the limits beyond which a 
trademark will not be protected. 


s The fifth case was-a triple-barreled 
attack on “Get Up” as a trademark for a 
lithiated lemon soda. The Get Up Corp. 
owned two Patent Office registrations, one 
of them issued back in 1935. When a third 
application for a slightly different version 
of the mark was filed, Seven-Up ob- 
jected to it and also started proceedings 
to cancel the two earlier registrations. 

“Get Up” had started in Ohio in 1934 or 
1935, and although it never achieved 
very wide distribution, it also was sold 
in the Houston area beginning in 1940. 
The Seven-Up Co. and some of its au- 
thorized bottlers had known about the use 
of “Get Up” for many years; legally, 


Seven-Up was on notice ever since 1935 
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“I do,’’ says James Day 


“One of the reasons I read Chicago’s new American regularly 


is to get a quick and comprehensive grasp of the day’s financial 


Se ee ee 


news. I like to read opinions about the stock market and in- : 
dividual securities columnists Hal Thompson and Sam Shulsky 


always provide interesting reading. My daily investment of 


7e yields a good return.” 
James E. Day, President of : 


the Midwest Stock Ex- 


change, also serves as a oe 
director of the Association 
of Commerce and Indus- 


try, the Economics Club, 
the Joint Appeal Board and 
as a Trustee of the Hlinois 
Institute of Technology. 


CHICAGOs AMERICAN 
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because of the “Get Up” registration 
issued by the Patent Office in that year. 
No protest of any kind was made until the 
commencement of these Patent Office 
proceedings over twenty years later. 

As the Patent Office decision phrased it, 
the Seven-Up Co. “stood idly by for some 
20 years without protest, while applicant 
(the Get Up Corp.) has expanded its 
operations and increased its investment 
in the business conducted under the 
mark.” As the result of its own inaction, 
therefore, the decision went against 
Seven-Up. Even though “Get Up” in fact 
might be confusingly similar, the Seven- 
Up Co. had disqualified itself legally 
from attacking “Get Up” on that basis. 


s Case No. 6 was directed at an applica- 
tion to register “Up-Town” as a trade- 
mark for a lemon-lime beverage, intro- 
duced in 1950. The by now familiar 
arguments were made about the pre- 
eminent status of “7-Up” on the one 
hand, and the allegedly descriptive mean- 
ing of “Up” on the other. 

The Patent Office went off in a some- 
what different direction in this case. It 
pointed out that the syllable “Up” was 
used here “as a part of the ordinary 
English word ‘uptown,’ which has a kind 
of ‘snobbish’ connotation.” Since “Up- 
Town” is a familiar word with its own 
meaning, it is not likely to be associated 
with “7-Up” by either consumers or 
dealers. The Seven-Up Co. accordingly 
lost this decision because it was unable 
to satisfy the Patent Office that “Up- 
Town” was likely to create confusion. 

Finally, case No. 7 involved an appli- 


The Peeled Eye Department... 


cation for the registration of “Bottoms 
Up,” a trademark of the Quaker State 
Bottling Co. This trademark was used for 
a full line of twelve different flavors, 
including lemon and lime, bottled in clear 
glass. 


s The Patent Office approached this case 
in much the same way as it did the “Up- 
Town” decision. The word “Up” in “Bot- 
toms Up” carries an entirely different 
suggestion from the “Up” in “7-Up,” 
because the entire phrase “Bottoms Up” 
has a well-understood meaning in the 
language. The Patent Office obviously was 
impressed also with the fact that Quaker 
State applied its mark to a number of 
different flavors and, unlike some of the 
other bottlers in this series of cases, did 
not use green glass or otherwise attempt 
to imitate the appearance of the “7-Up” 
product. The “Bottoms Up” application 
therefore was approved. 


= The Seven-Up Co. has a big job on its 
hands because success so often breeds 
imitation. In addition, it evidently is 
campaigning to avoid having the word 
“Up” pass into the language as a syno- 
nym for lemon-lime flavor, for that 
would make it available to everyone in 
much the same way that “aspirin,” 
“cellophane” and “escalator” lost trade- 
mark status and became ordinary English 
words 


because of constant usage as 
generic terms rather than as_ brand 
names. 
If this story has a moral, it might be 


put this way: Constant vigilance is needed 
to protect a successful trademark. # 


Christmas Gift from Peeled Eye— 
a Serious Ad 


By Dick Neff 


Column Breaks Down and 
Prints Some Great Copy 

As a reward to our readers, who have 
been following this collection of trivia 
with seeming patience all this time, we 
give you a change of pace this fortnight— 
a piece of serious copy we consider one of 
the finest pieces of 
writing we have 
ever seen. 

We read it first on 
a car card last sum- 
mer and wrote to 
Pinelawn Memorial 
Park, Suffolk Coun- 
ty, N. Y., whose car 
card it was, asking 


about it. 
Mr. Takaro of 
Dick Neff Kushins, Anderson 
& Takaro, 15 E. 48th 
St., New York, the advertising agency, 


answered our inquiry. He told us that a 
newspaper version that ran last year is 
being repeated again this Christmas sea- 
son. Hundreds of people have written for 
reprints 


® Although it is signed “Author Un- 
known,” Mr. Takaro says it is believed to 
have been written by a man named Fran- 
cis Bacon for the YMCA during World 
War I. ‘ 

Mr. Bacon is, to his knowledge, unre- 
lated to the famous Elizabethan. 

We recommend that you write to Mr. 
Takaro for one of the free reprints, which 
are beautifully printed on hand-finished 
paper, And the next time political corrup- 
tion or phony advertising or pulp-maga- 
zine television or gutter-level publishing 
er any of our other current problems 
we suggest you read this in- 
spiring message over before asking your- 
elf, “But what can one man do?” 

“ONE SOLITARY LIFE 
“Here is a man who was born of Jewish 


bother you, 


| = is a man who was born of Jewish 
parents in an obscure village, the child 
of a peasant woman He grew up in 
He worked m 


4 carpenter shop untt < Was thirty, 
penter shop until ‘H hirty 


another obscure village 
und then for three years He was an 
He never Wrote 3 


rook He never held an office. He 


tinerant preacher 


never owned a home. ‘He never had a 
family. He never went co college. He 
never put ‘His foot inside a big city 

He never traveled two hundred miles 
from the place where ‘He was born 
He never did one of the things thac 
usually accompany greatness. He had 
‘He had 


nothing to do with this world except 


no credentials but ‘Himself. 


the naked power of ‘His divine man 
hood, While still a young man, the tide 
of popular opinion turned Vainst ‘Him. ‘His friends ran AWAY. 
One of them denied Him. ‘He was turned over to ‘His enemies. He 
went through the moc kery of a trial. He was nailed to a cross 
between two thieves. ‘His executioners gambled for the only piece of 
property He had on earth while He was dying — and that was ‘His 
coat, When ‘He was dead ‘He was taken down and Laid in a borrowed 
grave through the pity of a friend. Nineteen wide centuries have 
come and gone and today ‘He is the centerpiece of the human race 
and the leader of the column of progress Lam fav within the mark 
when Lsay that all che armies that ever marehed, and all che navies 
that ever were built, and all che parliaments that ever sat, and all 
the kings chat ever reigned, put together have not affected the life of 
man upon this earth as powerfully as has that One Solitary {it 


parents in an obscure village, the child 
of a peasant woman. 

“He grew up in another obscure village. 
He worked in a carpenter shop until He 
was thirty, and then for three years He 
was an itinerant preacher. He never wrote 
a book. 

“He never held an office. He never 
owned a home. He never had a family. He 
never went to college. He never put his 
foot inside a big city. 

“He never traveled two hundred miles 
from the place where He was born. He 
never did one of the things that usually 
accompany greatness. He had no creden- 


tials but Himself. 

“He had nothing to do with this world 
except the naked power of His divine 
manhood. While still a young man, the 
tide of popular opinion turned against 
Him. 

“His friends ran away. One of them 
denied Him. He was turned over to His 
enemies. He went through the mockery of 
a trial. 

“He was nailed to a cross between two 
thieves. His executioners gambled for the 
only piece of property He had on earth 
while He was dying—and that was His 
coat. When He was dead He was taken 
down and laid in a borrowed grave 
through the pity of a friend. 

“Nineteen wide centuries have come and 
gone and today He is the centerpiece of 
the human race and the leader of the col- 
umn of progress. I am far within the 
mark when I say that all the armies that 
ever marched, and all the navies that 
ever were built, and all the parliaments 
that ever sat, and all the kings that ever 
reigned, put together have not affected the 
life of man upon this earth as powerfully 
as has that One Solitary Life...” 


Prowling Through the Want Ads 
Leon Ronnel sends along these two bits 
of want-addia which he spotted in—guess 
what—ADvVERTISING AGE. Just shows you 
you ought to read this sheet from cover to 
cover; look what you miss if you don’t. 
. Ability to write research reports in 


simple straightforward English that even 
account executives can understand .. . 


. be able to take the initiative in writ- 


ing letters, organizing confusion, etc. . . 


Or Maybe He’s from 
Manufacturers Trust 

Also in ADVERTISING AGE was this re- 
production of a two-color newspaper page 


tall retail businessmen in the Las Angeles Area 


HANI Gt 
AMERTON 


« - a pe a 


concerning which Carl Maury of the Art 
Foundation Press, New York, says: 

“Bank of America may think this is 
just great. My first reaction was, ‘They’ve 
come for the d----d tv set’.” 


Good Way to Get to Know a Fella 


Dale Walrath finds the juxtaposition of 
the “Special—Marry Now—Pay Later” 


Employe Communications... 


Higher Price Tags 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 


The authors of this department do not 
conduct an employment service for the 
communications personnel of industry, but 
from time to time we are called upon to 
uncover available talent for new open- 
ings. At the end of a period of searching 
that can run into several weeks, the 
huntsman comes to certain conclusions. 
That the scene in communications is 
changing rapidly is self evident, but the 
shape of the change is a little more diffi- 


ALL THIS FOR $729. _"NO EXTRAS" 


% HUMBLE REO me 


HERE'S WHAT YOU GET 


Manhattan Cocktail 
2-Frosh Fruit Cocktail 
1-Soup 

4-Halt Roast Chicken 


T-Bottie of Rye on every table 
ot 


8-Flowers on ai! ladies 

9-Continuous dancing 

10-2 beautiful albems of pictures 

11-Waiter service 

12-Including waiters tips 

1}-Emcee who will supervise Bridal 
Coremony—make all annownce- 
ments and cut wedding cake. 

16-All taxes included 


& All trimaings 

Cardem Fresh Vegetables 

Choice of Potatoes 

Rolls and Butter 

toe Cream and Coffee 
§-Wedding Cake (with ornament) 
6-Beor on all tables 


| 
!S-Last but not least: Spend the first night of your honey 
moon at one of che most luxurious hotels in New York 


“PHONE TA 8-7444 


~¥ 1300 METROPOLITAN AVE., BRONX 


oss From Macy's in Parke hestey 4 


PARKING FACILITIES 


‘ Rae aetna 
and “Special Get Acquainted Offer!” sub- 
heads in this ad by the Chester House 
diverting, and so do we. 


$25 for Best Ad-ecdote 

$25 will be paid to the writer of the best 
advertising anecdote mailed to the Peeled 
Eye by Dec. 31. All entries will remain 
the property of the Peeled Eye. If two or 
more people send in the same story, best 
phrasing will win. 


Here’s a nice entry from Mrs. Nancy Fitz- 
Gerald Kelley, 4315 Webster Ave., Bronx 
72, . Y. 

“At the advertising agency where I work 
we were concluding a very long, intense 
afternoon meeting; the president was on 
his feet, pounding the table—and his point 
—home: 

“In this company we want creativity 
and originality! We want imagination! We 
don’t want Yes-men.’ Turning to the vice- 
president seated on his right he queried, 
‘Isn’t that right, George?’ 

“Of course, the spontaneous answer was 
an emphatic, ‘Yes, Sir!’ ” 

Only 17 more days till this pulse-tin- 
gling, unrigged contest closes. Send your 
ad-ecdote in today, and earn fame, literary 
immortality, and 25 bucks. + 


for Communicators? 


cult to describe. However, here are some 
of the more discernible signs: 


1. The price tag on talent in the field 
is being marked up steadily. There are 
probably several reasons for it, but the 
principal reason is that competent com- 
munications men and women are few in 
number. Virtually all are in good jobs and 
most have no great inclination to leave 
unless the green is greener. 


2. The price is higher because the job 
is bigger. Not too many years ago the 
communications man was strictly what's 
known as an industrial editor—he put out 


| Advertising Age, December 14, 1959 
Mo & 4Y 
| > OF Rae fo 
3B pe Rd COD, é oa AOE “a ve \ 
0 OR Ge oe z= 
| a ir gh Or a aes 
ef Pa. . opp WATE a 
4 / =i. : :AVAILABL = 
7 ™ \ aa 
| ai AONE WEDDING é 
| Nes \Oe G) . ] . 
| Piss ws) Specia : 
—— iF 
[ 
ci | ; 
| a | 
r I 
| <SSPECIAL’.. | SPECIAL. 
OTHERSOCIAL FUNGHIONS| = a Ce 7 
h " Ow, a a” . 
: a 7 | 
) WELD 
es ss Bir re 
. es : === J/MPORTANT 
a ca = WMSITFROM ; 
: a — BANK OF 
: Ny = Swernica! 
sie ee — | 
‘ wtit- = i 
ke . \ i 
: | . | _ ae 
; P| 
2 i | 
1p a 
pene 
: ae 
a 
a : 
me ha Sines hinges Wy Sa aes Re aa Bane teres aad otal ie eae 


aS Se Ua a TES SY 


NEW! 


: Western Union 


——— 


ee ee 


S\N) BEES PES iS NT eee 


Public Facsimile Service... 


WIREFAX 


NOW! Your written, typed, or typeset documents and line drawings 
can be transmitted coast to coast with telegraphic speed and facsimile 
accuracy. Western Union Wirefax now serving the public between 
New York, Washington, Chicago, Los Angeles and San Francisco. 


WHAT IS WIREFAX? 


Wirefax, Western Union’s public facsimile service, is a 
new form of public communications. When you send a 
document via Wirefax, the document is wrapped around 
a revolving drum; an electronic “‘eye’’ scans the copy and 
transmits it line for line, dot for dot to sensitized paper 


at the receiving city. The copy received is an exact 
facsimile of the original! 


WHAT CAN I SEND VIA WIREFAX? 


Practically anything written, typed, typeset, or drawn 
can be sent by Wirefax; this includes line drawings, 
sketches, story boards, invoices, news releases, layouts, 
foreign language copy. Wirefax flashes your material 
coast to coast in an amazing five minutes’ time. 


HOW DO I SEND WIREFAX? 


Nothing could be easier: 


1. Just make sure your drawing, printed document, writ- 
ten or typed message is contained on a sheet of paper no 
larger than 81% by 11 inches. Keep all matter within an 
area 714 inches wide by 9!% inches deep. Don’t fold. Use 
white paper. Write the name and address of the recipient 
on the top. 


2. Send your document to the nearest Western Union 
Wirefax Center: New York—60 Hudson Street, 40 Broad 
Street, or Grand Central Terminal. Chicago—427 South 
La Salle Street. Los Angeles—745 South Flower Street. 
San Francisco—740 Market Street. Washington, D. C.— 
708 14th Street, N.W. 


Or, if you prefer, a Western Union Messenger will pick up 
your material at regular Messenger Errand Service rates. 


3. Western Union Wirefax centers are open from 9:00 
a.m. to 6:00 p.m. Monday through Friday. Your docu- 
ment is immediately transmitted to the distant city in a 
matter of minutes, then delivered, without further charge, 
to your addressee by Western Union messenger to any 
place within the city limits of the destination city. 


Neither photographs (because of the variance in quality) 
nor material which cannot be legally reproduced such as 
drug prescriptions, naturalization certificates, or legal 
tender, etc., can be accepted. 


WHAT DOES WIREFAX COST? 


Rates are based on the length of copy and the distance 
transmitted. Width ‘can be the maximum 7!% inches. 
The first four inches of depth are charged at a flat fee and 
additional inches at a correspondingly lower rate. Maxi- 
mum depth is 9!% inches but multi-page documents can 
be broken down into sections and reassembled at the 
receiving point. 


Example: a 714” by 4” document between New York 
and San Francisco will cost $4.00. Each additional inch 
is 65 cents. The same document between New York and 
Chicago costs $2.40 plus 40 cents for each additional inch 
plus Federal tax. 


Pack your page with words, figures, drawings, numbers! 
You can get 600 typewritten words on a single sheet of 
paper. Wirefax is a break-through in communications 
speed and economy. 


IF IT’S WRITTEN, PRINTED OR DRAWN, SEND IT BY WIREFAX 


Western Union Public Facsimile Service 
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a “house organ.” Today he doesn’t consid- 
er himself an industrial editor; he is a 
communicator because, in addition to ed- 
iting or supervising an employe publica- 
tion, he has his fingers into newsletters, 
bulletin boards, open houses, supervisory 
letters, etc. 


3. The price is higher because the job 
is more significant. Within a fortnight, 
Messrs. Hoffa and Reuther announced 
respectively that their unions were (a) 
setting up a political unit on a national 
scale and (b) preparing a national cam- 
paign to organize the white collar worker. 
If you think this is sheer bravado, keep 
watching the headlines. The boys aren’t 
fooling, and it is noteworthy that quite a 
few senior senators of management know 
darned well they aren’t fooling. There 
won't be a better time than now to get 
alarmed about it; tomorrow may be a little 
too late. 


4. The price is higher because the risks 
are greater. The seasoned communica- 
tions man or woman recognizes that in- 
dustrial communications is often meas- 


Tips for the Production Man... 


ured by the state of business. If business 
is healthy, nothing is too good for the em- 
ploye group. If business starts to slow 
up, communications slows up with it. Peo- 
ple in the field know this; they have had 
the rug pulled from under them too of- 
ten. Several have long since abandoned 
the field, preferring something else in 
management a little more stable. Indus- 
try has already lost probably 20% of its 
good people in communications to other 
departments, to other types of work. 


s The glamor program of communications 
has waned, or at least is waning. This was 
the program with the front office flavor— 
the posh publication that looks so good 
on the table in the executive waiting 
room. Today the question is: How good 
a job is this program, or this publication, 
doing out in the shop? 

Industry is accustomed to paying for 
performance, In hiring a communications 
man—or woman—today, industry is in- 
clined to expect a great deal of the mer- 
chandise. This is exceptional merchandise 
and industry must be willing to pay for it. 


Ideas Noted, Liked, and Passed On 


By Kenneth B. Butler 


DISABLED AMERICAN VETERANS, in enclos- 
ing stamped return envelope with their 
fund-raising appeal, used the interesting 
and impelling idea of using four 1¢ stamps 
instead of a single 4¢ stamp. 

The envelope, being No. 6 in size (much 
smaller than customary business enve- 
lopes) the stamps filled an impressive 
area of the upper envelope and thereby 
dramatized the idea that Disabled Ameri- 
can Vets had laid a postage investment 
on the line. 

* 7 * 

THREE IDEAS combined to build real ex- 
pectancy in a letter which arrived amidst 
my mail, recently, from Bean Rose & 
Associates (public relations) of Beverly 
Hills, Cal, 

The first of the triad of attention-getters 


paper, did something very unique. 

An illustration showed two sweet little 
children, in gleeful surprise, contemplat- 
ing a birthday cake. The illustration was 
cropped wide and narrow .. . then re- 
peated two more times to provide an 
over-all illustration undeniably domi- 
nant in size. 


# The lower panel picture was printed 
in black ink only. The center panel was 
printed in red and blue to give an over- 
all purple cast. The top picture was 
printed in yellow and blue to give an 
over-all green and yellow effect. Other 
elements of the firm’s ad used various 
of the process colors. With lower engrav- 
ing expense than four-color process, the 
total effect was, in my judgment, quite 
compelling. 


was the paper stock: A rich, mottled bd ad ° 
rm —>% -€9 y 
PupLiCITY Ve ete 
PRODUCES I wit Last 
PROFITS ‘| New Ae 8 
4, A, 
SYD/iS oS 

Mr. Kenneth 8B. Butler 

Kenneth B. Batler & Associates 

700 - lath Ave. 

Mendota, Till. 


APPEAL OF ELEGANCE—The script initial handling of the firm’s return card com- 


bined with elegant paper (mottled parchment) to insure a high advance in- 
terest in the advertising message carried in this envelope. 
parchment, stiff in feeling. The parch- LIKE PICCARD’S BALLOON or a bon bon at 
ment color was gray-beige. Christmas, was the announcement mail- 
ing of the awards dinner by the Art Di- 
# Second: tie return corner card was rectors Club of Chicago. This was a self- 
limited to a single line of small type, giv- mailer, six sided, about 12 inches at the 


ng the firm’s address only 
‘hird; Midway down, and occupying 
left half of the envelope, was the 
rm’s initials and specialty (PR) printed 
in a flowing, generous size script type— 
BRPR. The firm’s initials were printed 
in dark brown ink and the PR was in 
rose brown. 

The whole combination was elegant in 
tone and made me want to read the letter 
inside, which was carried out in a com- 
parable manner. 

+ * * 


l= USE OF COLOR is no longer news, but 
of the off-beat ways in which color 

nig used continually surprises me. 
‘ortin Cantine Co., Saugerties, N. Y., 
recent business paper advertise- 

ment for the firm’s Ashokan printing 


widest dimension when folded. A series 
of folded flaps enclosed the mailing piece 
on the back side, pin-wheel style, since 
alternating flaps were red, contrasting 
with white flaps. 

When opened up (the inside used blue 
instead of red as the second color) six of 
the pin-wheel fingers pointed outward, 
each carrying an illustration. 


= I would be the last to try to convince 
you this was a simple item to produce. It 
looks complicated and is complicated. Yet 
an analysis shows that the piece consisted 
of two-color printing on about 120-lb. 
offset stock, there was a die-cutting run 
and a colorless scoring operation. The 
folding, doubtless, was done by hand and 
in so doing the pin wheels were folded 


into place, held by one key locking-flap. 
Whether the scoring operation could be 
combined with the die-cutting run I am 
unable to say, but my belief would be to 
the contrary. 


Learning from the Retail Ads... 


Advertising Age, December 14, 1959 


It must be borne in mind that being a 
self-mailer all costs of an envelope or 
stuffing same were eliminated, thus to 
some extent offsetting the complicated 
features of production. + 


The ‘Shamefully Inadequate’ Ad 


By Clyde Bedell 
(Mr. Bedell is a consultant in re- 
tail advertising and advertising 
training.) 


I have eaten some of the world’s finest 
pizza. (But not in Italy. I doubt if they 
know good pizza there.) On Front St. in 
Hartford—for instance! There I have also 
enjoyed the only real spumoni I have ever 
eaten. Then there was the pizza place that 
lived for a short while in my town of Park 
Ridge, Ill., before I came to California. 

The voluble temperamental Italian who 
ran the place made pizza with an almost 
paper-thin shell, and the most delicious 
thick rich combinations of cheese, toma- 
toes, anchovies, olives, mushrooms, sau- 
sage, ever mingled in the sheer poetry of 
food. Although he had a sign on the win- 
dow reading “pizza and hamburgers,” he 
had an instant and frenetic dislike of any- 
one who ordered a hamburger. But he 
didn’t last long in business, to my regret. 
He was too like the servant girl who told 
a neighbor woman that her employers 
were the “fightin’est people” she had ever 
seen. She said, ‘‘When it isn’t him and me, 
it’s her and me.” 


s In California I have tried pizza in a 
good many places. Usually it is made of a 
thick shell of sponge and saddle leather, 
painted over with a yellow, rubbery paint 
of mixed cheese and tomato sauce. A few 
minute bits of sausage may be sprinkled 
over the top for “good measure.” It is 
tough, unpalatable, unbeautiful and un- 
pardonable. 

But pizza at Me-N-Ed’s is different. I 
don’t know who “Me” is. I don’t know who 
“Ed” is. But I know that in their peculiar 
pizza palaces, dedicated to the serving of 
excellent pizza, the atmosphere—quite 
strangely—is old English, and the signs 
read—“Ye Olde” this and “Ye Olde” that. 
This anachronistic forced marriage be- 
tween Elizabethan phrases and pizza 
ovens is not echoed, thank heaven, in the 
harmonious marriages of the pizza fillings 
and Me-N-Ed’s thin, mechanically-rolled 
thin shells. 

They have reduced pizza making to a 
science which can, I assume, be taught 
their employes quickly. Nevertheless, 
their pizza is delicious. I have not found 
better in numerous tries in the area. 


On the Merchandising Front... 


TRY MEN ED'S TONITE 


ME-N-ED’S ME-N-ED’S ME-N-ED’S 
YE OLDE PIZZA TAKE HOME KITCHEN PIZZA PARLOR 
2230 HL CAMINO 051 W. SAN CARLOS 1997 ALUM ROCK 
SANTA CLARA SAN JOSE EAST SAN JOSE 

CH 7800 CY3.s040 CLI-2310 


A steaming juicy delicious pizza with 
hot coffee or cold beer is a delight—an in- 
vention to soothe the pangs of hunger, or 
under less duress to augment in comfort- 
ing cheer, a well developed paunch or pot. 
It’s a quick, inexpensive, informal, revivi- 
fying meal or late supper. It’s a fragrant, 
beautiful taste treat—a man’s delight and 
a woman’s welcome change from home 
cooking and perhaps more prosaic fare. 

So Me-N-Ed’s want to advertise and 
tell people of their pizza, and they go in 
the newspaper with an ad like the one 
shown here. Did I say “ad?” This is not 
advertising. It is sheer humbug, conceal- 
ment, excelsior passing as hay—and 
shameful waste as well as defrauding the 
public, and depriving it of news it should 
welcome. 

I wonder if advertising people must 
truly pay for their sins. I wonder if news- 
papers that do not help users of their 
space understand the power of the miracle 
of daily circulation, will have to pay for 
their sins. God help them both—advertis- 
ing people and newspapers that absorb 
wasted advertising dollars like a sponge! + 


Is the Family-of-Products Image 
Making a Comeback? 


By E. B. Weiss 


Years ago, when family-of-product ad- 
vertising (as differentiated from the item 
or line advertising that superseded it) 
was highly popular with large manufac- 
the term 


turers, “image” was largely 
unknown. It was 
customary to refer 
to this concept as 
spreading the latent 
good will of the 
“family” over all of 
its members. I think 
“identity” was em- 
ployed occasionally, 
but not “image”; 
maybe because mo- 


4 


" tivational research 
E. B. Weiss had not yet begun to 
motivate advertis- 


ing’s terminology. (Those were happy 


days!) 
But now that a few signs have appeared 
suggesting that family-of-product adver- 


"i tising may be staging a comeback, I pre- 


‘sume I must remark that the objective 
will be to create an “image” for the total 
family that will beneficially rub off on 
each present member and, of course, on 
each new addition to the family. 


= I suspect, however, that it will be 
somewhat more difficult in the current 
era of sometimes fantastically-diversified 
lines for at least some large manufac- 
turers to create an image capable of ef- 
fectively spanning totally unrelated prod- 
ucts. For example, when a_ mining 


company takes over a maker of men’s 
underwear, and when a former manu- 
facturer of railroad locomotives takes 
over a food super chain, a family image 
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BUYING INFLUE 


Today, advertisers want proof... proof of a magazine’s ability to create store traffic, to generate 
actual sales, to deliver more sell for their advertising dollar. 


So House BEAuTIFUL went directly to the point-of-sale to get proof. In a recent study customers 
were personally interviewed in 10 different department stores throughout the U.S. They were 
approached while leaving a specific department or after they had made a purchase. 


3,000 customers in 10 department and furniture stores across the country were asked: 


“From What Magazines Do You Get The Most Helpful Ideas In General on Home 
Furnishings?” 


MENTIONS PER 100,000 CIRCULATION 1959 REPORT COMPARATIVE COST PER MENTION 1959 REPORT 


House Beautiful House Beautiful $1.41] 
House & Garden me Better Homes & Gardens 2.43 | 
Better Homes & Gardens 2.95 | 


Living 407 | 


Good Housekeeping 420] 

American Home 5.17] 

Ladies’ Home Journal 10.08 § 

McCall's ‘ 12.98 §j 

Life 70.1) 

Saturday Evening Post Saturday Evening Post 202.22 xy 


Result? House BEauTiFUL proved the most economical and the most influential . . . costing 
less, copy-for-copy, to reach and influence these active buying customers than any other magazine. 


And no wonder. For over 4 million men and women, more than 775,000 Pace Setting families, 
House BEAUTIFUL is the voice of authority — read with confidence and with interest, by an 
interested audience. With an average income of $15,715, this is the best market of logical pros- 
pects for your advertised products. That’s why House BeauTiFuL, the No. 1 sales medium in 
the home field, makes your advertising work harder—as a sales tool. 


Only House Beautiful Delivers Leadership 
srnerires Where it Counts... in Actual Sales! 


aie nied Because it’s... 1stin Advertising stin High-Income Readers 1st in Buying Power 1st in Trade Circulation 1st in Consumer Buying Influence 


* 
seneesrensteass Sells Both Sides 
Confirms House Beautiful’s 
Unequalled Power 


To Move Goods. A HEARST KEY MAGAZINE 572 MADISON AVENUE, NEW YORK 22, N.Y. 
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might be difficult to come by. (Indeed, 
when a food processor moves over into 
paper products, and health and beauty 
aids, this problem of painting a portrait 
of a family image is only slightly less 
difficult to put on canvas.) 

But it is interesting to note that, fairly 
recently, Scott Paper has begun a special 
program designed to pre-sell all of its 
paper products—present and future— 
under the theme: “The better the paper, 
the surer it’s Scott.” Johnson & Johnson 
goes about it in a different way by 
featuring a grouping of as many as five 
different first-aid items in a single ad- 
vertisement. Several of the cosmetic 
houses appear currently to be using their 
tv commercials to feature the family plus 
individual items. So are several of the tv 
advertisers of health aids. Chrysler is 
running a particularly strong campaign 
for its full line of 1960 cars. 


s I derive a degree of personal satisfac- 
tion from this evidence of a return (if 
only in a small way) to family-of-product 
advertising. I was never able to subscribe 
to the theory that “people buy items—not 
a line.”’ This did not imply that I favored 
family-of-product advertising to the ez- 
clusion, or even lessening of, item or line 
advertising, but it certainly did mean that 
I could see no merit in total failure to 
promote the family in such a way that 
the family-of-products helped each item 
and particulary each new item. 

For example, I simply could not com- 
prehend why the remarkable good will 
latent in the General Foods name was 
not put to work to strengthen the market 
position of every food brand in that giant 
corporation’s food line. Today I note that 
General Foods has adopted a _ kitchen 
symbol that will extend the power of the 
family to each individual item. 

It seems to me that there is today a new 
reason for a special budget for family-of- 
products advertising. I refer to the fact 
that the giant chains have a strong “fam- 
ily image,” if you insist, in their chain 
name. In many instances, the chain name 
is also the name (in whole or in part) of 
its store-controlled brands. Thus, each 
new item the chains bring out under their 
own brand gets off to a flying start 
because of its “family image” background. 
Moreover the chains are checking into 
“institutional” programs. Since the store- 


controlled brand promises to give the 
manufacturer’s brand powerful competi- 
tion it would appear as though the latter 
could very well use some support from 
its family background. 


a I think that Heinz has been wise to 
concentrate on its family name identity 
rather than on individual brand names 
for each item in its line. I think that 
General Electric has been equally wise 
to use the GE name on so many of its 
items. And I believe we will see more, 
and still more manufacturers who will: 

1. Run special advertising programs to 
sell the family of products—as different 
from item advertising. These should be 
supplementary programs; I am not sug- 
gesting weakening item advertising in 
order to promote the family. 

2. Adopt family identification symbols 
that will tie the family together. 

3. Run special promotions that will be 
enormously spectacular and which will be 
economically feasible because they will 
push the family rather than a single item. 


s It has always puzzled me that the 
self-same manufacturers who would de- 
sign their packages so as to achieve a 
family identity would resolutely push 
away the suggestion that they advertise 
the family as part of their national pro- 
gram. In the one instance, they agreed 
that one family item helped all others in 
the family when: the package designs 
were related. But then, when it came to 
advertising and promotion, they would 
insist, “The shopper buys items—not a 
family identity.” 

Some shoppers buy items. Some shop- 
pers buy the family identity. And there 
are zillions of purchases made every day 
of the week for reasons that range in 
infinite variation between those two ex- 
tremes. 

I think it is high time for more—many 
more—manufacturers to pre-sell the 
family, as well as to pre-sell the item. 
And I believe we will see a multiplica- 
tion of these family-of-product “image” 
programs. 

I hope, though, that family image will 
not take on an appearance that could 
only result from a none-too-subtle mix- 
ture of surrealism, impressionism, cubism 
and Freud. I still remember the Edsel 
and its precisely painted “image.” + 


Looking at Radio and Television ... 


Christmas Cheer, 1959 Vintage 


By the Eye and Ear Man 


It has been the annual custom for this 
department to rail against the practice of 
vendors giving lavish or useless Christmas 
presents to their customers. Who was kid- 
ding whom? These gifts had the sentiment 
of the Bank of England. They were out 
and out bribes for the good will and con- 
tinued patronage of buyers. And they got 
out of line. 

In the happy holiday season of 1959, a 
sharp drop off in the gifts is expected. 
Over the year when the sentimental 
givers, flushed with the Christmas spirit, 
could single out a sucker, who was the 
key man in the buying of a lot of mer- 
chandise, the presents ranged from cases 
of hootch to Cadillacs. Later, when the 
group buying system became a way of 
life, the gifts dwindled to single bottles 
of booze, a calendar, a wallet, a box of 
smelly cigars, oranges or lesser gifts which 
could not possibly incriminate the rela- 
tionship of buyer and seller. Rather, the 
latter day gifts represented a problem 
only in how to get rid of the junk. 

Because of the investigations of payola, 

ear will see even skimpier loot. Some 
inies have ordered either no gifts to 
or $5 maximum gifts. 


® Naturally, there will always be the big- 


hearted, jolly salesman who invites the 
boys who buy to a “little Christmas lunch” 
replete with enough liquor to blot out the 
rest of the day and pretty girls. He might 
even drop money out of his pockets and 
hope that somebody “deserving” picks it 
up. 

There will be some sensible donations 
to charities in the name of a customer or 
company, but these gifts have never cor- 
rupted, although they undoubtedly disap- 
pointed some greedy ones. Mostly, the 
Christmas greeting will take the form of 
a nice note or a friendly greeting. 


s There are a few more things advertisers 
would like for Christmas. In a year of 
harassment, many wishes have gone out 
to the North Pole. These are but a few of 
them: 


1. The television industry asks that 
printed media and public investigators 
with a squint eye on the headlines lay off 
them while they lick their wounds and 
mend their fences. 

2. The advertisers would like the same 
watchdogs to prune out the nogoodnicks, 
who contaminate the commercials, but 
not to swing a wild axe and be silly about 
realism. 

3. The advertising agencies would like 
Santa to tell them how to bolster up their 


sagging net profits without having to raise 
the already disputed 15%. 

4. The little guys being investigated 
would like the snoopers to turn their 
spotlight on a certain large talent agency 
that allegedly has the all-time record in 
corruption and payola. 

5. The agency producers would like to 
get their hands on more program control. 

6. The package producers would like 
networks and agencies to keep out of cre- 
ative production and let them present a 
program without interruption except at 
beginning and end, and without stars act- 
ing like salesmen. 

7. The networks probably would like the 
magazine concept to be established. Do 
they want complete responsibility for 
programming? 

8. Most people would like to see more 
balanced programming on networks, but 
no one can agree who is going to pay for 
smaller audiences. 

9. Everybody would like more money 
and larger bonuses. 

10. Congressmen wish for more tv scan- 
dals and larger headlines for their rough- 
est competitor. 

11. Newspapers want more scandal for 


Salesense in Advertising... 


Advertising Age, December 14, 1959 


larger headlines. 

12. Advertisers would like higher ratings 
and more shows in the top ten. 

13. Broadcasters would like scientists 
to figure out how to get more hours in 
prime time. 

14. Everybody wants business to get 
better and stay that way. And so it goes. 


s Yes, Virginia, there is a Santa Claus. 
But, if your father hired the FBI to watch 
the mail room of every advertising agency, 
every network, the home of every disk 
jockey, the client’s mail drop, or spied on 
the parking lots to try and catch an exec- 
utive in a key position smuggling some 
gift out of the office, they could not find 
Santa Claus this year. 

In 1959 Santa Claus will be a dim mem- 
ory to many men, a wistful, tear-studded 
dream of happier days when it was never 
necessary to buy a single bottle of liquor 
for a whole year. But, Santa Claus exists, 
Virginia. Yes, indeed. He is skulking 
around the corner in spirit. Waiting for 
the heat to die down so he can once again 
leer, stroke his beard, and say, “Pssst, Bud- 
dy—got something reeeeaal nice for yuh 
here.” + 


The better the makin’s, the better the smoke 


If you're thinking of changing brands, tattoo this in your mind Marlhboro’s exclusive 
Filter-Flavor Formula gives you flavor you can get hold of. The improved Marlbor 
filter does what it’s there for... You're smoking better when it's Mar|boro, 


The Man We Want to Be 


By James D. Woolf 
Creative Consultant 


“The drama of life,” wrote psychologist 
Martin, “centers around the fictions which 
we invent about ourselves.” 

“Catch yourself in some moment of rev- 
ery,” he suggests, “and note what you are 
thinking about. It is 
quite likely you will 
discover you are 
thinking about 
yourself. You are 
imagining yourself 
in some heroic role, 
or playing with the 
idea of yourself as 
an important and 
successful person, or 
in fancy enjoying 
yourself in some 
other way.” 

Dr. Samuel Crothers was no doubt 
touching on the same thing when he said 
that every man is really two men: the 
man-he is and the man he wants to be. 


James D. Woolf 


® It is this “man we want to be’—to the 
fictions we create about ourselves—that 


advertising can be made to appeal with 
special force. 

In the Sept. 12 issue of The Saturday 
Evening Post I find the Marlboro color 
page shown here. I should think it would 
make Dr. Crothers turn over in his grave. 
Who among Post readers would like to be 
the frightening looking man shown in 
this picture? The man is positively ugly, 
if not repugnant. Why should the reader 
assume that this fearsome _ character 
knows anything about the finer qualities 
of a cigaret? What is there about him 
that suggests he has educated taste buds? 
Why should the reader want to identify 
himself with him by smoking Marlboros? 


= One other question: In what way will 
this advertisement flatter the ego of the 
present smokers of Marlboros? How will 
it uphold the fictions we create about 
ourselves? As users of certain products 
don’t we like to feel that we are members 
of a select group? That we belong? All 
this ad says to me is that I’m a very 
tough guy if I smoke Marlboros. 

I am puzzled. Maybe this is a good ad, 
but I don’t get it. I’m willing to be en- 
lightened. + 
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AVERAGE SHARE OF AUDIENCE FOR THE RECORD: this makes the fourth successive week since the time e 
AVERAGE AUDIENCE RATINGS A ; : ; wp 
1959 1958 change in which ABC is the only network to show a gain in share of 
ABC-TV 18.9 30.1 26.0 audience. And the second week in a row in which ABC was first in 
three out of the seven nights, with the other two networks splitting 
NET Y 19.7 31.5 SLA the remaining four nights of the week. 


NET Z 17.9 28.7 39 FOR THE DECISION-MAKERS: with every passing report, ABC’s posi- 
*Source: Nielsen 24 Market TV Report for all commercial programs 7:30-10:30 P.M. the week tion as the most efficient and effective buy in network television 
ending November 22, 1959, versus the identical time periods for comparable week in 1958. today becomes more clearly established. ABC TELEVISION 
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Tink!epough Rumrill Johnson Hayes Hobart Mansfield 
ARF MEETING—The annual business meeting of the Advertising Research Foundation saw J. Walter Thompson Co.; Arthur H. Hayes, president, CBS Radio; Donald M. Hobart, 
the following ARF officials in attendance: Otto Tinklepaugh, vp, J. M. Mathes Inc.; senior vp and director of research, Curtis Publishing Co.; and Frank W. Mansfield, 
Charles L. Rumrill, president, Rumrill Co.; Arno H. Johnson, vp and senior economist, director of marketing research, Sylvania Electric Products Inc. 


Garcia Leaves 
Ballantine Again, 
for Goebel Again 


Detroit, Dec. 8—Elias A. (Tony) 
Garcia, who went to work for 
P. Ballantine & Sons in 1935, 
switched to Goebel Brewing Co. in 
1946 and switched back to Ballan- 
tine in 1957, is back to work for 
Goebel again. 

He’s been named general sales | 
manager and director of advertis- | 
ing by Robert A. Haass, board 
chairman and currently acting 
chief executive officer of the 
brewery. Leroy J. Wallace, the for- 
mer president, resigned two weeks 
ago, along with Ned W. Calkins, 
who had been vp in charge of sales. 


s The office of president is still 
vacant, but Robert Schiffer, a vp 
who had been sales manager be- 
fore Mr. Calkins, has been named 
exec vp and general manager. 
Mr. Garcia, after spending 11 
years with Ballantine & Sons, first 
joined Goebel in 1946 as regional 
sales manager in Mississippi and 
Louisiana and later moved up to 
assistant general sales manager in 
Detroit. In 1957 he returned to 
Ballantine as assistant general 


sales manager of the southern 
area, # 


New Book Traces Growth of 

American Petroleum Industry 
“The American Petroleum Indus- 

try—the Age of Illumination,” a 


new book by Harold F. Williamson 
and Arnold R. Daum, has been | 
published by Northwestern Uni- | 
versity Press, Evanston, III. The | 
book traces the growth of the 
American petroleum industry from 
1859, when Edwin L. Drake drilled 
the first commercially successful 
oil well in the U. S., until the end of | 
the nineteenth century, when the 
age of kerosene illumination ended 
and the gasoline age began. 

Mr. Williamson is a member of 
the department of economics at 
Northwestern University and au-| 
thor of several works in the fields | 
of economic and business history. 
Mr. Daum, who has been with | 
Standard Oil Co. (Indiana) and/' 
with the American Petroleum In- | 
stitute, is a research associate, de- | 
partment of economics at North- 
western. Price of the 864-page book 
is $7.50. 


Gamut Adds Two Accounts 
Federal Mfg. & Engineering 
Corp., Garden City, N. Y., has ap- 
pointed Gamut Inc., Garden City, 
to handle advertising and market- | 
ing research for its new division, | 
Cameraflex Corp., manufacturer of 
electronic photographic equipment. 
Gamut also has been named to! 
handle advertising for New Ro- 
chelle Savings & Loan Assn., New 
Rochelle, N. Y. 


——————S—_— 


PELE-URBILAa 


The Market-Media 


Continuum 


(This gets deep later on) G : 


hian’s name for it is Tele-Urbia. The 


Tess a new reality in marketing. Corin- 
t 


Einstein-like phrase above describes it 
beautifully. Now all we have to do is define the 


description. Hold onto your hats. 


America’s flowing, exploding population is 
changing conventional marketing ideas. Data for 
traditional “‘metro markets” fail to reflect the 
change. New residential, industrial and trans- 
portation patterns alter marketing and media 
patterns. Industry disperses. City department 
stores and supermarket chains become retail 
networks serving scattered focal points for shop- 
pers. In customs, spending power, and consump- 
tion, farm families look like suburban families. 
New transportation networks tie clusters of 
miniature metropoli together around larger 


metropolitan centers. 


What medium ties the clusters together? 
Television. In communication between seller and 
consumer the clusters—and areas between—are 


made cohesive by the television signal. 


That’s the new dimension of marketing. The 


——— ——SSSSSSS—— OOS 
=—— —__—— — ————— 
SSS ee 


medium employed as the major sales instrument 
delineates the market covered, transcends city, 
county and state boundaries, forms a market- 
media continuum. Corinthian’s name— 
Tele-Urbia—suggests the urban origin of a tele- 
vision signal whose contour determines the size 
of a market. The name is new. The concept isn’t. 

Anheuser-Busch recognized the concept in 
marketing Busch Bavarian beer. They discarded 
conventional metro market definitions, marked 
out “media coverage areas,” built a distribution 
pattern based on television signals, fashioned 
sales territories, wholesalers’ coverage areas, and 
retail effort after television’s superior market 
coverage, achieved signal success in a remarkably 
short period. 

The Busch Bavarian experience points the 
way to a profound change in marketing theory 
and practice. Key to the change is television. 

In purely physical terms—ignoring posi- 
tive values of impact, sight, sound and motion 
—television alone meets modern marketing 
requirements. 


Responsibility in Broadcasting 


THE CORINTHIAN 
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Int'l Chamber Lays 
Plans for Improving 
World Ad Standards 


New York, Dec. 8—A greatly ex- 
panded advertising committee of 
the U. S. Council of the Interna- 
tional Chamber of Commerce met 
here last week to lay plans for an 
international drive to improve ad- 
vertising standards and procedures. 

Jere Patterson, international 
marketing consultant, who is chair- 
man of the committee, outlined the 
following program: 


e 1. Public relations for the adver- 
tising industry. Advertising indus- 
tries outside the U. S. will be urged 
to duplicate the Advertising Coun- 
cil operation, where advertisers, 
agencies and media join to support 
issues of public benefit. 


e 2. Continuation of the ICC work 
on measurement of the audiences of 


KOTV 
Tusa (Petry) 


KHOU-TV 
Houston (cBs-Tv Spot Sales) 


© KXTV 
SACRAMENTO (H-R) 


WANE-TV 
Fort WAYNE (Petry) 


WISH-TV 
INDIANAPOLIS ( Bolling) 


WANE-AM 
Fort WAYNE (Petry) 


WISH-AM 
INDIANAPOLIS (Petry) 


STATIONS 


|Magnaflo Names Leech 


Fergusson 


INTERNATIONAL PLANNERS—Plotting 


Patterson 


Wilkerson 
a better world for advertising 


under a picture of George Washington are Jere Patterson, head of 
the consultant company bearing his name; William B. B. Fergusson, 


different media. 


e 3. Standardization of advertis- 
ing practices in the European Com- 
mon Market. 


e 4. Definition of the advertiser- 
agency relationships in different 
countries, with attention paid to 
the “full service’”’ agencies are ex- 
pected to provide clients. 


e 5. Preliminary work on the 
preparation of the 1961-1963 re- 
vised edition of the ICC’s eight- 
language dictionary of advertising 
terms. 


s These program plans will be 
presented to the ICC’s international 
advertising commission, composed 
of representatives of 40 nations. 
The commission, operating on an 
international level, seeks to pro- 
mote the efficiency of advertising 
by raising standards within differ- 
ent countries and trying to estab- 
lish standardized procedures. 

Last week’s meeting was signif- 
icant in that it marked such a great 
expansion in the membership of 
the U. S. advertising committee. 
The new members of the committee 
are: 

Peter W. Allport, Assn. of Na- 
tional Advertisers; Robert F. Car- 
ney, Foote, Cone & Belding; Peter 
Cash, Television Bureau of Adver- 
tising; J. S. Chollar, Remington 
Rand International; Dr. Arnold 
Corbin, New York University busi- 
ness school; John Fayeweather, 
Columbia University business 
school; Harold E. Fellows, National 
Assn. of Broadcasters; William 
B. B. Fergusson, Colgate-Palmolive 
Co. 


# And Lyle W. Funk, Batten, Bar- 
ton, Durstine & Osborn; Karl L. 
Ghaster, Outdoor Advertising Assn. 
of America; Fitzhugh Granger, In- 
ternational Harvester Co.; Charles 
Hollister, IBM World Trade Corp.; 
| Andrew Karnig, Bristol-Myers In- 
| ternational; Lawrence C. B. Laurie, 
Newsweek; John J. Louis Jr., S. C. 
Johnson & Son; D. E. McKellar, 
Ford International; Albert W. Moss, 
Standard Rate & Data Service; 
Alan Openshaw, California Texas 
| Oil Corp.; Victor H. Pelz, Traffic 
Audit Bureau. 

And Manuel Perez, Miles Lab- 
oratories; C. V. Pickering, Union 
Carbide Corp.; Charles Pooler, 
Benton & Bowles; J. W. Rintelen, 
Coca-Cola Export Corp.; Robert S. 
Smith, Life International; John 
Spiers, Standard Brands; Eugene 
E. Weyeneth, McGraw-Hill Inter- 
national; James Wilkerson, Young 
& Rubicam; and A. T. Zodda, Olin 


_| Mathieson Chemical Corp. 


a The old members of the commit- 
are: 


tee Jere Patterson; Jay M. 


director of international advertising for Colgate-Palmolive Co., and 

James Wilkerson, senior vp of Young & Rubicam—members of the 

enlarged advertising committee of the U. S. council of the Interna- 
tional Chamber of Commerce. 


Connolly, IBM World Trade Corp.; 
Robert Dennison, J. Walter Thomp- 
son Co.; C. R. Devine, Reader’s Di- 
gest; Kenneth L. Godfrey, Ameri- 
can Assn. of Advertising Agencies; 
Robert M. Gray, Standard Oil Co. 
(N.J.); A. W. Lehman, Advertis- 
ing Research Foundation; James 
Proud, Advertising Federation of 
America; Donald G. C. Thomas, 
Lever Bros. Co.; C. Vincent Tutch- 
ing, McCann-Erickson; Allan M. 
Wilson, Advertising Council, and 
Elmo C. Wilson, International Re- 


Magnaflo Co., Youngstown, O., 
maker of Lifetime Charge, a chem- 
ical compound which the company 
says restores life to batteries, has 
appointed Leech Advertising Co., 
Cleveland, its agency. 


Cl 6-4786 


search Associates. # 


The 25,000 progressive motel 
readers of TCJ put their pros- 
perity back into motel expan- 
sion, Every month they build 
an» average of 11,000 new 
bedrooms; spend over 10 mil- 
lion monthly to furnish them, 
Fantastic? Yes, but true. . 
proved by authoritative re- 
search. This is the big “pay 
off’ motel market for more 
than 300 TCJ advertisers. It 
can be for you, too. 


THIS BEDTIME-STORY 


about TCJ Motel Readers is 


ALL FACT—NO FICTION! 


For the motel market story 
get “8 Billion Dollars Ain't 
Hay.” Ask your TCJ repre- 
sentative for information or 
write William G, Browning, 
Advertising Director. 


TOURIST COURT 


urnal 


TEMPLE, TEXAS 


publishing more ad lineage than any other motel magazine 


Jackson high on every list... So.. 


One of the south’s 
TOP MARKETS 


Jackson, Mississippi has consistently held a leading 
spot among Southern cities in Sales Management's 
list of ‘‘Best Markets’’. (It ranks high nationwide, too.) 


Check your own economic indicators and you'll find 


. if you want 


business where business is being done—place your 


sales message in Mississippi's two top newspapers. 


Reach the most homes at the lowest milline rate. 


| Masisipy First Menitamece e — Represented by the Katz Agency, Inc. 
—— Co-Owners WITV (TV) WSLI (Radio) sa 
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,Campbell Introduces Three Mathis Names Scott 
|New Swanson ‘TV’ Dinners John H. Mathis Inc., Park Ridge, 


4 
[ Ads in local newspapers, fol- Along the Media Path Ill., has named R. Jack Scott Inc., 
TA 6 l ) | f) S lowed by color ads in Parade, This 


Chicago, to handle advertising for 
| Week Magazine, First Three Mar- All In One reducing capsules. The 


| kets Group and independent Sun- new company is headed by = 
Dealer Imprinting 'day supplements, will introduce, To aid its readers in applying fet) chectetond distributors. Mathis, formerly vp ag Ego Ss 
Our Specialty ‘three new frozen Swanson TV jobs that are advertised in the mag- manager of “eo — s sal 
A — As Reavired |brand dinners by Campbell Soup azine, Electronic Design has insti-|e KPHO radio and tv, Phoenix, | pany acquired n One from 
Any Amount — As Require | Co., Camden, N. J. tuted a “Career Inquiry Service” | will invest $475,000 in the next four | State Pharmacal Co., Chicago, a di- 
ALSO—MAGAZINES, CATALOGS, }| Ten-cent coupons, which can be | for engineers. A standardized blank | months toward improvement of the | vision of Lanolin Plus. The com- 
FOLDERS ~~ toward the purchase of any | Tesume form, containing space for | station’s facilities, including the| pany will 7 gp ney ane 
. ; V brand dinner, will be| Mame, address, position desired,| construction and installation of a| papers in Its initia 
E SERSEN’S IMPRINTING ; >“onson 7 ' 


included in the packages for all| college and special training, em-|new television transmitter and a campaign. 
three new dinners—swiss steak, Ployment history, security clear-|new fm radio station. 
creamed chicken and macaroni and |4nces, and other basic data, is 


? | cheese. Tatham-Laird, Chicago, is| bound into each copy. e The November issue of Boys’| Liquiflame Oils Ltd. Toronto, 
the agency. Life was the first issue of the mag-|has moved its advertising from 


|e To help industrial media buyers| azine to be printed on the Good| Ronalds Advertising to Goodis, 
quickly evaluate programs in Mod- | Turn press, built especially for the Goldberg, Dair. The current annual 
ADVERTISEMENT ern Materials Handling, the maga- | magazine by the Goss Co. The press | budget is said to be approximately 
zine has devised an Ad-Valuator | has the capacity to print 15,000,000 | $60,000. 
“a which can determine costs and | pages of Boys’ Life in eight hours 
Glenda the beautiful secretary reader impressions for any com-| with the paper moving through the 
bination of programs. press at a rate of more than a mile Virgil D. Angerman, formerly 
|every two minutes. The February publisher of Science & Mechanics, 
-_ e Conceived, designed, built and issue of Boys’ Life will commemo- on joined Columbia Envelope Co., 
furnished to the specifications of | rate the fiftieth anniversary of the Melrose Park, Il. as sales manager 
the editors of House Beautiful, the | Boys Scouts of America. Included of the special products division. 
| 1960 Pace Setter House will be/in the issue will be photographs | " 
presented in the magazine’s Febru- | showing the progress of scouting | 
ary issue. through the years. 


. 120 Se. Sangamon Street 
P { Phone: CH 3-2050 Chicago 7, Il. 


Liquitlame Names Agency 


Angerman Joins Columbia 


e Winners of Redbook’s first Shop- e Major advantages of eight-sec- | 
ping Center Achievement Awards | ond spot television announcements | 
contest will be announced at a/are reported in a new Television | 
luncheon meeting of the Sales Ex- Bureau of Advertising booklet, | 
ecutives Club, New York, on March “Ideomotion.” The report shows the 
1. Entries will be judged on three varied uses of the tv ID and the 
classifications, best promotion pro- biggest ID users and compares IDs 
gram using existing and traditional with print ads and outdoor adver- 
| themes, the creation and best ex-!tising. Additional information is 
ecution of an original promotion,| available from the Television Bu-| 
and the best community service|reau of Advertising, 444 Madison | 
activity. Ave., New York 22. | 


| 

e Staats-Zeitung und Herold, New 

| York daily German language news- 
|paper, celebrated its 125th anni- 
versary with a 176-page anniver-| 

sary issue. | 


aang 


e The February issue of Diplomat 
will be devoted to a salute to Israel. 
Diplomat describes itself as a mag- 
azine “of gracious living, slanted 
toward top officialdom and world- 
wide higher income groups.” 


il toe 


e All-Pets celebrated its 25th an- | | 
niversary with a special 120-page 
anniversary issue. 


e Schenley Industries is running 
six consecutive advertising pages 
| featuring its five brands in the De- 


| cember issue of Gentlemen’s Quar- e Department of New Laurels: 
| terly. 


An increase of 121.74 pages of 
advertising for the year of 1959 


“I have to spend money on clothes. When the boss’ clients 
come to the office, I’m his public relations.” 


a ee hg 1 Ain a ae 


| 
| 
| 
Most secretaries budget a large share of their time and income 
to looking well-groomed and well-dressed on and off the job. P ; a ) ; 
To sell ~ Ad dresses, sportswear, accessories, cosmetics, other eet ae couteaie win. over the previous year is reported 
women’s products, advertise to 145,000 secretarial career women ir Shia gubieitiie tinue tedn by HiFi Review. — 
in the well-read “Good Looks” section of... | ae Premes ne vee : Scientific American shows a 
_ opened competition to local elec- 44.5% increase in advertising pages 
| trical and wiring bureaus through- | jn 1959 over the previous year. 
TODAY'S SECRETARY magazine bom B —. nhac = A 5.6% increase in advertising 
8 | 4ook awards have been given only | jinage for 1959 over 1958 has been 
330 West 42nd Street, New York 36 * LO 4-3000 |in categories covering utility com-| reported by Boys’ Life. 


panies, electrical contractors and| Fortune shows a 12.4% increase 


— in gross advertising revenue for 


: ¥ 3 sates ict this year over 1958. | 
ce * LATEST U.S. SUPPLY PrcTURE 
¥ Fhe Pivett wlth Shame tam Vee Maetien: Crete eet. Pastore dads D1, Mek: 
: ania SD. tip TE We: Vee, 278. & Weekt Lots toy 
Crate O02. ANAND 4 13,582, 


House Beautiful shows a 13.5% | 
increase in gross advertising rev- 
enue for the year of 1959 over 1958. 


one ty 
Seue, eens Sorte tarpon if ie | Philli L Fish 
Gos TRB TSE Gate) [Phils Leaver Fisher 
RENT 2 PANSHIER, President & Publicher MIRON PREY wae . Be bea byt ; Re-Opens Chicago Agency | 
Ne 2,008 WEDNESDAY, - te Arthur D. Phillips has resigned 


as account executive of M. M. Fish- 


oe er Associates, Chicago, and has re- 
louisiana He’ — ZL activated his own agency, A. D. SWEET SUCCESS 
iW SOOOF THE Or Phillips Advertising, 75 E. Wacker Sea i ack acdalia i a 
ORE TH. Dr., Chicago. Mr. Phillips closed acds ° 
LAFAYETTE * TRYS SUPPLY —Raaaaaead to join Fisher in July, success that ionic’ you : 
: et low cost-per-thousan 
ae : INDYS: SERVICE AND. Accounts which he had with his 9 ; P f t 
dis str QUI PENT, own agency and subsequently with CEr8S...0 GUS Tare 
‘ P= ES ADVERTISE Fisher, are now being serviced by that provides the ideal 
servatio =v his own agency again, Mr. Phillips : 
tm: \ COMPAN! GL BANMV said. These include Dark Eyes Co., climate for your 
«i Petra Mfg. Co., Heyman Distrib- sales message. 
auth : ® 
wi uting Co., Kahn Bros. Co., Science 
Soe. CONCLUSION: Products Co., Aristo Mfg. Co., Alu- Created and produced by 
ne pa No oil-industry schedule is complete which doesn’t take advan- minum Fabricators and Spaulding Jack Douglas, thr ee-time 
Monsen vier tage of the unmatched OIL DAILY combination: Regular issues Industries, all of Chicago. Emmy Award winner. 
seats Ee for consistent coverage of the top-influence men of petroleum; 
Active meeting-distributed issues for bull’s-eye coverage of selected 


May Is Radio Month 
National Assn. of Broadcasters 
sie thes Sadenehd. and Radio Advertising Bureau will 
a eer a ef aN co-sponsor National Radio Month wae aceite o 
HOUSTON, Avg. Vi--Ratery multiple Codie: erkets 4 the cts next May. The two organizations TELEVISION 
will supply stations with promotion CORPORATION 
: $t., Chi . ‘ i ji i - 
Ky O 4 A fon Boren 1 b. ¢ nnee. : . & | kits, jingles and spots calling at 
ra E i Al 4 Press Bidg., Washington 4 * 2102 Jack- 
L L son St., Dallas | ¢ 318 Oil & Gas Bidg., 
Houston 2 © 125 W. Third St., Tulsa 3 « 
416 W. Eighth Street, Los Angeles 15 


tention to radio during the month. 
READ, RELIED UPON AND RESPECTED BY THE MEN OF FINAL AUTHORITY IN PETROLEUM 


groups. Be sure to get the latest facts before finalizing your 
Rebouna: 1960 schedule. 


Special contests and other events 488 MADISON AVE. © N.Y. 22 © PL 5-2100 


are also planned. The promotion is 
|designed to remind listeners of 
| radio’s role in communications, en- | 
| tertainment and advertising. | 
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A ONE-IN-A-MILLION TEST MARKET. . 


one newspaper... . 


and a million and more prospects! 


stu* 
ABSBRS. 


ne 
pe 


You can now cover one of the nation’s top three test 
markets (and the Number One test market in New Eng- 
land!) thoroughly and more economically than ever with 
The Providence Journal-Bulletin. New Journal-Bulletin 
package plans—explained at right—make it easy. 


And you'll like what The Providence Journal-Bulletin 
delivers. This one medium is the strongest selling force 
throughout New England’s second largest market... a 
million-plus interstate population center where buying 
power is BIG... bigger than ever, as Sales Management 
shows. 


In ABC Providence alone, The Journal-Bulletin gives 
you 100%-plus coverage of over 500,000. In the CITY- 
STATE area, you get more than 80% coverage. 


Isolated from other major markets . . . representative 
and well-balanced between urban and suburban . . . cosmo- 
politan in composition . . . the bustling Providence market 
offers you the ideal testing grounds for new products, new 
packaging, or sales promotion ideas. 


eye liasigeeveamgios ALPS 
a. Te h: 
pg iti aia 2x" 


—— New Journal-Bulletin Package Plans — 


Low Cost Gravure Opportunity—yYour gravure advertising 
in This Week Magazine or locally-edited Rhode Islander may 
be adapted for Journal-Bulletin combination, black and white, 
at $.44 a line, using same copy. (Min. b&w size to be at least 
equal to the gravure, and combination to be completed in same 
calendar week.) We make plates, no charge. Ask about it. 


Job-tailored Combinations—Y ou have a choice of combina- 
tions to fit your campaign program and budget: 


Combination :* Circulation Line Rate 


Morning and Evening .......... 201,503 -62 
Sunday Journal .............. 188,039 -60 
Sunday and Morning........... 245,758 -70 
Sunday and Evening ........... 331,823 -98 
Sunday, Morning, Evening ...... 389,542 $1.04 


(ABC circulation, March 31, 1959) 


*Daily copy may run morning and evening or evening and 
morning. Sunday and daily combinations may start preceding 
Thursday A.M., to be completed with Tuesday P.M. editions. 
Holiday Journal not sold in combination. 


W rite for full market data or Package Plan information to Frank 
S. Rook, Manager, General Advertising, The Providence Journal- 
Bulletin, Providence 2, Rhode Island. Or your nearest Ward- 
Griffith office. 


PROVIDENCE JOURNAL-BULLETIN 


Represented Nationally by Ward-Griffith Co., Inc.. New York, Boston, Detroit, Chicago, 
Philadelphia, San Francisco, Atlanta, Miami, Charlotte, Portland, Ore. 


spe : fi FE nn ae ~ a, eae , ee : a . a 
ar 
r f 
? r 
aan 
. ! ee 
ue | a! | i 
Zi } 5 
| | ee 
. 
fe il y 
| ee 
& q = 
ff ; 
: 4 
< 7 ad ze 
f’ . 
- § > 
i i : 
— . 
; i 
ck 1 - = 
2 iil | iid 
a ~ . { ; v : —CU a 
ye , A ne ee a . . aPcny *-* 
oa 19S, Oleteeeatey ' en ed oft. 
Bt q . rE Fd : free on . ~a tt * 
ee [ime crea} .* vee wv AOU ore ware ee if Err. 4 eeeee = 
. i. . : ¥ ; ys : o * 4 7 te PMbaetetety 4 30 seeead Ste ee ae o tate Wed = 
4 : r t ~ ~ * bes e-era i sees ueee t ty sé8ie Z Oe : 
ee bind aoe ; i“ a: 5 Bins nade ee tte tae 066 MME, co ts. oe : 
Y ; - ~= Roney Td oe ores) aie 1.1 ee ce » \9w\e te ? SE ae ee ee 
Pry} fe 4th 44 |. e Hey Eee 2 ssetie ae Ba: att 2) Se ‘ 5 2 
a es Pt r SE REECT! « : ip rs ‘ . *.. —_ yale “} SPP vicurvres..c . a ee 4 ' ‘ . 
‘ f pane e ° Coe s . Ee wu. Goan b sued : ll y , aia = . 
: rer, eT: «ie (iit o i { i am ‘' Pewee Be or rests age Se - . e 
= i | BR | CRE Eb roa — Hee LA. |: Lola 3? 6 
& (meee Wie rreey Temes Ld" Ags B8 « / ‘ . y Pepe Uy Be. Jam tees some fe : (er 5 ae , 
ie ST A saree A ila ee TR AL ae. a area ea Fe I eS 8 | | 
os " —_- jes SERRE 2 a) el iti ae! eh D 
es aiid +2 rl: a 10 78 itn. 2 f ~~ BOE sill 6p ~— 4 rue ¥ i 1 | t Ay ; a3 3 ~ - : we al ‘ me? a) § 
: nageceegs een ee. , = ¥) |, ees a os cs MIT RB Bn, le a 4 2 = \ . 
em be Oy ee eo ait oo ig . a3 3 cg SRE a ; snties , mg Ret . lames NG . 
: an ~~ ee oe ew. yy LEA 
ue " a oe 2 ae — iceed —— 4 a" ae Ree if : a Rees ee _ * f m we 
Boose Sl 6? ae = - eee} ie 543 ie ee SD) cae ey ; 
cS Seer. (FS Ss eee. oe =. = 4 ; id < ten eA a eR. ut : a/ } * | a ; 
4 a ear % : = a ~ i sy ai — : Py eke: ¥ / a eee 4 
2 = SSS = ee = me gon , vy . (eee js Ae 
ae : eer = f an Ss = = - ( ~ ' Pe he ie a ‘ id ae ee iy - ies = ] ‘ Bi 
ze : { ee : -§ he aa ! a eS ae ce Se i : 
> i % wen pS a __ i | oe 
. 8 . Yt is ”. : ; 
Pm is . | eo! | a ag ee : : : oT 
. ites 1 | nate Se ee “uae. TR | 
— Sec eee eae ee a eed" ae : te a oe, SE ene oe ge i lnawn a a Shy wee PR ae ee eh a eonc renege mn Mes AC rey Ree noe 
er aoe} ene ies othe eee oe ahem icicles ear Ae ee Bye ee en ea ae: is Se 
Joe peak a eet eon a ig eee ew 
Pe oad erat Reelin eer TS sett ee ean See tet ie a tee a8 ames |S Seo se 


“4 Advertising Age, December 14, 1959 


| these diverse backgrounds for ex-| union, and the next March there 
| planation of actions both sides took | resulted a strike or lockout; which 


Rivalry, Not M ly Intent, Led t 
iva ry, 0 onopo Y n en 4 e 0» crucial points in the competition.| it was, the court said, was not 
. . . =,8 /At one point Judge Murray said:| clear. Mr. Parish seized on this 
Ad Dealing In Tri-Cities Judge Rules “Mr. Parish saw and was at-|opportunity to shift the News 
/ 


| tracted to the Tri-City area by| from a weekly to a daily, prepara- 


z " E | the same rosy picture of the fu- 
Court Denies Anti-Trust = _~ years of legal action UN-| ture of the area that attracted 
er the anti-trust laws. Messrs. Lee and Philip. He like- 


Plaint of ‘Tri-City Herald’ Suit had been brought by Scott| wise saw Messrs. Lee and Philip 
vs. ‘Columbia Basin News’ PuPlishing Co., publisher of the) 4, inexperienced novices in the| card proved to be “unrealistic,” 
Tri-City Herald, against Columbia) newspaper business, unfinanced| because the newspaper’s circula- 

SEATTLE, Dec. 8—The costly 10-| Basin Publishers Inc., publisher of ang overexpanded. He considered| tion was so much below that of 
year rivalry of two daily newspa- | the Columbia Basin News, the In-| himself an expert in the business the Herald; as a result, rates low- 


pers in the new and fast-growing | Srnational Typographical Union, | ang believed he had sufficient|er than those on the card were 
Tri-Cities area in south-central | nitypo Inc. and others. Treble) financial backing to establish a| charged. 


Washington was part of a “bitter | damages totaling $7,000090, in-| ~ompeting newspaper. Also, the court said, “in the 
competitive struggle,” but there | ‘Uding legal fees, had been sought field of advertising the publishers 
was no conspiracy by one of the | by Scott. Td Pape s “The evidence shows that the es- | of the Columbia Basin News were 
papers and the International Typo- Summarizing a 30-page finding | taplichment of a newspaper against only too happy to take any ad- 
| graphical Union to drive the rival! and opinion in the case, Judge}, monopoly newspaper in a given| vantage they could of the efforts 
jout of business and establish a| Murray said: ; area is an expensive proposition| of Local 831 (ITU) to induce ad- 
| monopoly. It is the conclusion of the court! under any circumstances. Mr. Par- |vertisers not to do business with 


BACON KNOWS. 
MAGAZINES! | 
; me tions for which had been begun 
_ a the preceding November. 


We specialize in magazine clipping 
Our list covers 3500 business, farm 
and consumer magazines — a complete 


s At the outset the News’ rate 
bianketing of the American magazine 
field as listed in Bacon's Publicity Checker. 
You can check your own publicity, compe- 
tition’s publicity, competitive advertis- 
ing or subject research. Here is the 

complete service for magazines. Best 

coverage, fastest service, highest 
accuracy. 
* BUSINESS * FARM 
* CONSUMER 


—e- 


Send for Booklet No. 59 
“Clippings Benefit Business” 


BACON'S CLIPPING BUREAU 
14 E. Jackson Bivd., Chicago 4, Illinois 


ie | that plaintiff shall recover noth- 
Thus ruled Judge W. D. Mur- ing in this action and that judg- 
ment shall be entered in favor of 
defendants for their costs.” 

It is understood that costs, cov- 
ering pre-trial hearings as well as 
trial itself, will run to several 
thousand dollars, but costs do not 
include attorneys fees of the de- 
fendants. 


Whtem SOste ray in US. district court last 


| week, capping a two-month trial 


Don’t bury your head 


Buy Negro Radio. 


An Ostrich with a buried head misses many things that are 
. most obvious. If you haven’t discovered Rounsaville Radio’s 
bce six Negro Markets you are overlooking an 824 million dollar 
s consumer group. That’s what Negroes in the Rounsaville Radio 
area have ready to spend AFTER taxes! 80°, of their money is 
os spent on consumer items alone. The Negro market is rich... 
and getting richer... incomes are up 192% since World War 
II! To make sure you're getting your share of nearly one 
billion dollars, use Rounsaville Radio! All six Rounsaville 
Radio stations are Number-One Rated by BOTH Pulse and 
Hooper. Call Rounsaville Radio in Atlanta, John E. Pearson, 
or Dora-Clayton in the Southeast today! 


Personal Letter 


An advertiser's dream would be a captive audience pre-conditioned 
to buy his product. The nearest thing to making this dream a reality is 
Rounsaville Radio— 100% programmed to the Negro audience. Negro 
Radio comes closer to the Captive Audience and Pre-Conditioned Buyer 
than any existing medium. Negro performers tell your sales story to 
their Negro listeners, and believe me, they buy! No matter if your budget 

: is large or small...no matter how many media 
you plan to use... a proper part of your budget 
must go to Rounsaville Radio or you miss this 
market. You can make excellent use of our Know- 
How to sell your products. Call on us, we'll be 
happy to help you. We are one of the oldest and 
largest broadcasters in Negro Radio. 


HAROLD F. WALKER 
V.P. & Nat'l Sales Mgr. 


FIRST U. S. NEGRO-PROGRAMMED CHAIN 
FIRST IN RATING IN SIX BIG MARKETS 


WCIN 1,000 Watts (5,000 Watts 
soon)—Cincinnati’s Only all Negro- 
Programmed Station! 

WLOU 5,000 Watts — Louisville's 
only all Negro-Programmed Station! 
WMBM_ 5,000 Watts — Miami- 
Miami Beach's only full time Negro- 
Programmed Station! 


WVOL 5,000 Watts— Nashville's 
only all Negro-Programmed Station! 
WYLD 1,000 Watts New 
Orleans’ only full time Negro-Pro- 
grammed Station! 

WTMP 5,000 Watts — Tampa- 
St. Petersburg's only all Negro- 
Programmed Station! 


BUY ONE OR ALL WITH GROUP DISCOUNTS! 
ROUNSAVILLE RADIO STATIONS 


Peachtree at Mathieson, Atlanta 5, Georgia 
Ropert W. ROUNSAVILLE ¢Zggm"(-) fms 


HAROLD F. WALKER 
Owner- President 


+ 
Aah V.P. & Nat'l Sales Mer. 
Dora-CLAYTON 


aE = Southeastern Rep. 


Raoie 


JOHN E. PEARSON Co. 
Nat'l Rep. 


eo ena 


@ What happens now in the Tri- 
Cities of Pasco, Richland and Ken- 
newick remains to be seen. Ob- 
servers outside the court noted 
that, in view of the detailed find- 
ing that there was no violation of 
the federal anti-trust laws, an 
appeal would be difficult. 


Meantime the Herald continues | 


to be the dominant paver, a posi- 
tion the court said it has held 
from the outset, and the ITU has 
taken over the News in default 
of loans that totaled $1,178,000 in 
nine years through 1958. (From 
Jan. 1 until the start of the trial in 
September, ITU made up addition- 
al deficits totaling $40,000 in the 
operation of the News.) 


s Early in the review of the case, 
Judge Murray set out that Robert 
F. Philip, president of Scott Pub- 
lishing Co., and Glenn C. Lee, 
secretary-treasurer, and publish- 
er of the Herald, “though experi- 
enced business men in _ other 
fields (they had been importers), 
had no experience in the news- 
paper publishing business prior to 
their entering that field in the 
Tri-City area.” 

At the same time, the court said, 
Howard W. Parish, founder and 


|manager of the Columbia Basin 
| News until Unitypo took cver at 


the end of 1958, “is a man who 
spent most of his life in the news- 
paper business, a substantial part 
of it in and around the Pacific 
Northwest. He has had experience 
in all phases of the newspaper 
business, but predominantly in 
circulation and management. He 
formerly was publisher of the 
Seattle Star.” 

Repeatedly the court drew on 


ish realized this and believed he 
could establish such a paper at a 
cost of $500,000. 

“To hold that the fact of one en- 
tering a business under these cir- 
| cumstances is evidence of a con- 
|spiracy to violate the anti-trust 
laws is to thwart the very pur- 


into instruments for the protec- 
tion of monopolies. Of course, it 
must have occurred to Mr. Parish 
that in the event he were suc- 
cessful in establishing his news- 
|paper in the area, the result 
might be that the Scott Publish- 
|ing Co. would be forced out of 
| business. But that is a normal, nat- 
| ural, everyday occurrence when in- 


experienced, unfinanced people are | 
forced to meet experienced, ade-| 


quately financed competition.” 


# The Tri-City area, a marketing 
center for newly irrigated lands 
of the Columbia Basin, is attract- 
ing manufacturing to a crossroads 
of rail and water transportation. 
It includes the atomic energy 
works adjacent to Richland. The 
court noted that Scott Publishing 
bought the weekly Pasco Herald 
for $80,000 on Oct. 1, 1947, and six 
weeks later converted this to the 
daily Tri-City Herald. 

Mr. Parish, an owner of Crafts- 
man Press, Seattle, early in 1949 
published a color brochure for 
Scott on the Tri-City area and, 
knowing of the difficulties ‘and 
particularly the financial prob- 
lems” of the Herald, became in- 
terested in getting into the news- 
| paper business there. He sought 
| to buy the Herald, offering $250,- 
| 000, but he balked when Messrs. 
| Lee and Philip asked $410,000. 

In August, 1949, Columbia Ba- 
sin Publishers, organized by Mr. 
Parish, began publication of a 
weekly, free distribution newspa- 
per, the Pasco News, In December 
of that year this company and 
two job shops in Pasco signed a 
contract with ITU, at somewhat 
less than the Seattle rate. 


WHY GET MAD? 


pose of those laws and turn them | 


| the Tri-City Herald.” 

It added: “The evidence shows 
that Mr. Parish used the strike or 
lockout at the Tri-City Herald to 
go into the daily publication of 
the Columbia Basin News. Again, 
while this would be consistent 
with the purpose on the part of 
Mr. Parish to drive the Tri-City 
Herald out of business and to es- 
tablish a monopoly in violation of 
the anti-trust laws, it is equally 
consistent with the purpose of 
starting a newspaper with the 
bona fide intention of compet- 
Reg 

As for the cooperation between 
Local 831 of ITU and Columbia 
Basin Publishers, “there was in- 
deed cooperation between the 
two, but each acting for its own 
legal, independent purpose.” 


s But the News had troubles, too. 
In the first year management was 
“haphazard,” the court summa- 
rized. ‘Mr. Parish and his associ- 
ates discovered that the Tri-City 
area was not the soft touch compe- 
titionwise that they had antici- 
pated. 

“Furthermore, the substantial 
financial backing which Mr. Par- 
ish had anticipated from his Seat- 
tle business men associates failed 
to materialize. By May, 1950, Mr. 
Parish advertised in Editor & Pub- 
lisher in an unsuccessful effort to 
sell the News. Later, he tried to in- 
terest Scott in buying the News.” 

The court noted: “These at- 
| Sornee to sell out are again not 
|consistent with a purpose or in- 
| tent to drive the Tri-City Herald 
| out of business for the purpose of 
establishing a monopoly.” 


s As losses at the News contin- 
ued to mount, Mr. Parish went to 
ITU for financial help. When 
Clarence Martin, attorney for 
Unitypo, made his first check, the 
court said he found “the finan- 
cial situation of Columbia Basin 
News was critical,” and a loan of 


It’s easy to stay ina 
happy frame of mind 


when you 


USE THE 


SERVICES OF 


CENTURY 


ELECTROTYPE COMPANY, INC. 


ElectrotypeseTravis R.O.P. Glass Mats 
Plastic Plates « B&aW and Color Proofing 


Duplicate 


Photoengravings 


160 East lilinols Street, Chicago 11 « DElaware 7-1541 
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money was deemed unnecessary, 
because of prior experience by 


country, of having the newspaper | 
they sought to aid encounter adver- | 
tiser resistance when it became| 
known that the union was sup-| 
porting the newspaper.” 

Of Mr. Parish’s reports to Uni- 
typo and ITU, references to “driv- 
ing Mr. Lee and the Scott Pub- 
lishing Co. to the wall,” “forcing a 
merger,” and “beating Mr. Lee,” 
the court said that these appear 
to be “merely communications... 
in the nature of a sales pitch to 
their financial angel in an effort 
to keep the money coming, and 
no doubt were received in that 
spirit.” 

The court found that “the intent | 
and purpose of Unitypo and ITU} 
in first assisting financially the 
Columbia Basin News and later) 
taking over its publication was 
simply to keep in operation in the 
Tri-City area a newspaper to) 
compete with the Tri-City Her- 
ald, and was not to drive the Tri- 
City Herald out of business for 
the purpose of establishing a 
monopoly.” 


s On advertising rates, the court 
said, “None of the rates charged 
any advertiser by the Columbia 
Basin News were unreasonably 
low, as compared to the rates| 
charged advertisers by the Tri-| 
City Herald, when considered in| 
the light of the relative circula- | 
tions of the two newspapers.” 

Also the court found that no 
advertising was sold by the News, | 
and no rates were fixed, on the 
basis of any understanding or| 
agreement that the advertiser | 
would not advertise in the Tri- 
City Herald or any other media. 

Of Scott’s contention that Co- 
lumbia Basin News had violated | 
the Robinson-Patman and Clayton | 
acts in the sale of advertising, | 
Judge Murray said: 

“While there is considerable 
doubt in the court’s mind whether 
newspaper advertising is a ‘com- 
modity’ within the meaning of the 
Robinson-Patman Act, or ‘goods, 
wares, merchandise or other com- | 
modity’ within the meaning of the | 
Clayton Act, decision of that ques- | 
tion is unnecessary in this case in | 
view of the court’s findings that | 
there were no price discriminations | 
by Columbia Basin News in the sale 
of advertising which had the ef- | 
fect of lessening competition or 
tended to create a monopoly or 
injure, destroy or prevent compe- 


tition; and that there were no 
sales of advertising, or prices 
fixed for advertising, upon any 


agreement or understanding that 
the purchaser would not adver- 
tise in the Tri-City Herald.” 


= In cooperative advertising, in 
connection with which Scott had 
complained about the News’ prac- 
tice, the court said that the “News 
would issue double bills, one bill 
to the local retail merchant at his 
contract rate, based on the num- 
ber of inches of advertising that 
he had used in the Columbia Basin 
News; this was the bill which the 
local retail advertiser would ac- 
tually pay to Columbia Basin News. 
Columbia Basin News issued a sec- 
ond bill to the local merchant to 
be submitted to the national ad- 
vertiser for reimbursement at the 
open rate, which in most instances 
would be higher than the local 
merchant’s contract rate. 
“However, as has been pointed 
out, there was a bitter competi- 
tive struggle between the Colum- 
bia Basin News and the Tri-City 
Herald. Almost all the devices, 
including the cooperative adver- 
tising practice . . used by the 
Columbia Basin News ... were at 
one time or another throughout 
the period here in question used 
by the Tri-City Herald. In addi- 
tion, Tri-City Herald used devices 
such as rebates to advertisers and 
payments of commissions to local 


play advertising to attract adver- 
Unitypo and ITU “around the) tising—which were not used by 


|that there was a bitter competi- 


advertising agencies on local ee 


Columbia Basin News. 


= “Plaintiff concedes that it en- 
gaged in some of the same prac- 
tices as Columbia Basin News but 
contends it has not done so to the 
same extent. The record bears 
this out, but it must be remem-| 
bered that Columbia Basin News 
was in the position of the challeng- 
er seeking to become established 
in the field, as against Tri-City 
Herald, already thoroughly estab- 
lished.” 

The court said advertising prac- 
tices of the Herald were men- 
tioned not because they would 
constitute a defense for the News 
but “merely to point up the fact 


tive struggle going on and that 
whatever was done by either par- 
ty in that struggle was done for 
the purpose of competing and not 


pursuant to a conspiracy to mo- 


3 


Circulation 
93,602 ABC 


National Representatives 
TEXAS HARTE-HANKS 
NEWSPAPERS 


National City Bidg., Dallas 
New York Atlanta Chicago 


Tip of Texas 
. Test Market 


corPvs 
CHRIST! 


nopolize.” # 
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BIG — and 
all for you 


when you test in 
the Tip of Texas 


It's about the size of West Virginia, with more 
people than Maine—this 23-county Tip of Texas 
market between the Gulf and the Rio Grande. 
The Caller-Times concentrates over 95% of its 
circulation in this big market, with daily carrier 
delivery in 75 communities. Write for data. 


trend to the “morning” 


is 72 solid Cincinnati 


TOTAL ADVERTISING 


(per cent of total linage) 
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30 wine | 
Dairy ENO" 


1954 1955 1956 1957 1956 


It’s as plain as the charts on this page. Every year, every month... the 
significant trend to the morning Enquirer becomes more conSOLIDated! 
Reason? More and more, retailers and national advertisers are discovering 
this is the way to reach and influence the solid market-that-matters in this 
. that the Daily Enquirer home audience has a 
higher median income? That Daily Enquirer households are larger, younger, 
need more, spend more? The new 1959 Top Ten Brands survey cites these 
and many more facts that’ll interest you concerning this great 19-county, 
3-state area. Write, wire or phone The Enquirer’s Research Department. 


area. Did you know. . 


Represented by Moloney, Regan & Schmitt, Ine. 


1959° 


1954 1955 1956 1957 1958 
SOURCE: Media Records, inc. 


19s9° 
*First nine months 


Solid Cincinnati 
reads the 


Cincinnati 


Enquirer 
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EWRR Adds Rose in Canada 

L. Rose & Co., London, Eng- 
land, lime juice marketer, has 
shifted its Canadian advertising 
account from Albert Jarvis Ltd., 
Toronto, to Erwin Wasey, Ruth- 
rauff & Ryan (Canac..), Toronto. 
EWRR already handles the ac- 
count in the U. S. and Great 
Britain. 


So much 
more - - 


at the Commodore! 


Tough client session? Relax... 
with the biggest 'n best drink, 
by a master mixer, at the largest 
bar in New York! More of every- 
thing—five wonderful restau- 
rants, top service, central loca- 
tion, Without doubt, there's... 
$0 MUCH MORE — AT THE COMMODORE! 


HOTEL COMMODORE 


42ND ST. AT LEXINGTON AVENUE WN. Y. 17, N.Y. 
MUrray Hill 6-6000 A ZECKENDORF HOTEL 


Salvas 
| MANY SPLENDORED SWING—Jazz 


Perlrot 


| with the “Many Splendored Stompers,” do-it-yourself jazz buffs, at 
a jam session thrown by Advertising Women of New York. The buffs 


Goodman 
musician Benny Goodman stands in 
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a 


Mcintyre Janice Davis 


are Ed Salvas, National Biscuit Co.; Gil Perlrot, Plandome Produc- 
tions; Bob McIntyre, McCann-Erickson; Mary Janice, Cunningham 
& Walsh; Hal Davis, Grey Advertising Agency. 


| Hall Appoints Harold Cabot 
Martin L. Hall Co., Boston, 
maker of Victor coffee, instant 
coffee and tea, has appointed Har- 
| old Cabot & Co., Boston, to han- 
| dle its adveftising, replacing James 
|Thomas Chirurg Co., Boston. 
An immediate regional advertis- 
ing campaign has been set for all 
products employing four-color 
| pages to be alternated every oth- 
| er week in one of the four Boston 
| dailies throughout 1960. 


MOONLIGHT, MAGNOLIAS AND 


MONEY! 


IN METRO MEMPHIS... 


In one decade — 1949 


through 1958 — Bank 


Debits in Metropolitan Memphis are 


uPQu.4" 


That means MORE SALES for everybody 


who sells anything. 


Two great newspapers give you dominant, 
responsive home-delivered circulation in the 
vast Mid-South 76-County Memphis Market 


—The Commercial 
Press-Scimitar. 


Appeal 
TOTAL PAID CIRCULA- 
TION: Combined Daily 368,664; 


and Memphis 
Sunday 


265,556, ABC Audit, 3-31-59. 
Source: Memphis Clearing House Association 
TO SELL THE SOUTH 
YOU MUST SELL MEMPHIS! 


“@e THE 


COMMERCIAL APPEAL 


‘PRESS-SCIMITAR 


SCRIPPS-HOWARD NEWSPAPERS 


shop, Hotel Sheraton East, New York. 
*Jan. 31-Feb. 2, 1960. Texas Daily News- 
paper Assn., 39th annual meeting, An- 


utives Assn., third annual conference, Ho- 
tel Astor, New York. 

*May 2-4, 1960. Forty-fifth annual con- 
ference, Assn. of Canadian Advertisers, 
Royal York Hotel, Toronto. 

May 8-10, 1960. Magazine Publishers 
Assn., 4lst annual spring conference, The 
Greenbrier, White Sulphur Springs, W. Va. 

June 5-9, 1960. 56th annual convention 
of the Advertising Federation of America, 


Rank 


Videodex Network TV* 


Coming Nov. 1-7, 1959 
Conventions Copyright by Videodezx Inc. 
Rank Program 
1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) .... 

pangs 4 aes tating in Oe erin | 2 Jack Benny Special (Benrus Watch, Greyhound, CBS) 

an ewspaper vertising A . 
Saccutives Aam., annual mecting, Bdeo- 3 Another Evening with Fred Astaire (Chrysler, NBC) 
water Beach Hotel, Chicago. 4 77 Sunset Strip (Several sponsors, ABC) 

*Jan. 21, 1960. National Business Publi-| 5 Danny Thomas Show (General Foods, CBS) .............. 
cations, State of Nation dinner, Sheraton- : . . : 
Seats Motel. Weltasten, D. C. 6 Wagon Train (Ford, National Biscuit Co., NBC) .. 

Jan. 21, 1960, Magazine Publishers Assn., 7 Father Knows Best (Scott, Lever, CBS) ............... 
2nd annual Midwest conference, Drake Ho-| 8 Alfred Hitchcock Presents (Bristol-Myers, CBS) ... 
or gr em . alae ai 9 Red Skelton (S. C. Johnson, Pet Milk, CBS) ........ wiih 

*Jan. ° . ssn. 0 a - . : 
vertisers, Advertising Evaluation Work- 10 Have Gun, Will Travel (Lever, Whitehall, CBS) ...............cccce00e 


Program 


June 20-24, 1960. First Advertising Agen- 
cy Group, 32nd annual conference, Holiday 
Hotel, Dallas. 

Aug. 2-5, 1960. Third annual Advertising 
Age Creative Workshop, 
Chicago. 


Jackson, Haerr Adds Two 


Biltbest Corp., 


celine Metel, Lufkin, Tex. 1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS). ...0:.cccccscscsscsessseseossessosveces 13,300 
Feb. 7-9, 1960. Advertising Federation of 2 Jack Benny Special (Benrus Watch, Greyhound, CBS) ...........::ccccccceeeeceeseees 12,700 

America, 1st District conference, Statler-| 3 Another Evening with Fred Astaire (Chrysler, NBC) .........:ccccccccsceesseeeeees 12,600 

Hilton, Boston. 4 77 Sunset Strip (Several sponsors, ABC) ............... 11,800 
*Feb. 16-17, 1960. Assn. of National Ad- Th 

vertisers, Cooperative Advertising Work- 4 Donny ve Show (General Foods, CBS) soceersssnnsereeeseesrnnnnnncerer 12,200 

shop, Hotel Sheraton East, New York. 6 Wagon Train (Ford, National Biscuit Co., NBC) .......:ccccsesseseseeseseeseecenens 12,100 
March 6-10, 1960. National Business Pub-| 7 Father Knows Best (Scott, Lever, CBS) ...........c:0000 11,400 

lications, annual spring meeting, Boca Ra-| 8 A'fred Hitchcock Presents (Bristol-Myers, CBS) 11,300 

ee rg ar a ate — bag 9 Red Skelton (S. C. Johnson, Pet Milk, CBS) ...........-. 11,300 
. -8, . New Englan ws- a ’ 

siney Adieeotidnn a coeumienr ae: nt 10 Have Gun, Will Travel (Lever, Whitehall, CBS) ..........:ccecsesessesesseeseseeeeees 11,400 

ter meeting, Parker House, Boston. *Homes viewing in cities where program is telecast. 
April 24-27, 1960. Continental Advertising| **Listed in sequence of rating level from first table. 

Agency Network, annual convention, Fon- 

tainebleau Hotel, Miami Beach. eee : 
April 25-27, 1960. Sales Promotion Exec- | Hotel Astor, New York. |and Pacific Mercury Electronics, 


Joplin, Mo., have appointed Jack- 
son, Haerr, Peterson & Hall, Jef- 
ferson City, Mo., to handle their 
advertising. The agency will han- 
dle advertising for Pacific Mer- 
|cury’s contracts division. Biltbest 
manufactures wooden window 
frames and door frames. 


Palmer House, 


Clarence, Mo., 


Industrial... 


SLIDE-CHART “Selling” 
r— BUILDS SALES...CUTS COSTS 


PERRYGRAF 


SLIDE-CHARTS 


Quick Produc: Facts for Stronger, 
Simpler Selling 


Whatever the Product Involved...Consumer, Commercial or 
Perrygraf Slide-Charts stimulate sales, cut sales costs 
and keep customers sold. They provide essential and accurate Prod- 
uct Information quickly and easily, to save time, minimize or elim- 
inate errors and Inspire Confidence in all concerned. 


Write 


"Slide-Chorts” are Simple Devices...Easy to Use. To meet 
individuai needs we design them as Calculators, Selectors, Visual- 
izers, Demonstrators, or Sure Guides to Effective Product Applica- 
tions and Use. 


Their Range of Usefulness is Virtually Unlimited at any level of 
Sales, Purchase, Competitive Comparison, Specification, Usage or 
Service. 


At Your Disposal is our Experience in creating over 20,000 designs 


for hundreds of products...in producing in our own plants runs of a 
few hundred or millions. Deliveries and prices will amaze you. 


PERRYGRAF CORPORATION 
Founders of the Slide-Chart industry 
Dept. A-129, 150S. Barrington Ave. « Los Angeles 49, California 


for 
FREE 
COPY 


of this New 36-Page 6 x 9 Book. 
122 Case Histories, with 76 Slide- 
Charts pictured in full color, 
illustrate many of the ways that 
these versatile and effective 
Sales Tools have built sales for 
thousands of Consumer, Com- 
mercial and Industrial Products. 
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\filled in the routine fashion by 


Apres le Deluge... 
|/run basis. The personality show | 
stars Red Howe, a Hollywood 


TV Looks the 
product. The sponsor list remains | 
Same Though | pretty much the same. 


There will be one less “violence” | 
Programs Alter 


show as of February when CBS is | 
dropping the hour “Lineup’”’ police | 
drama. The replacement for this | 
participation sponsored program | 
By Maurine Christopher has not been selected, but it is | 
expected to be in the musical 
New Yor, Dec. 8—What has| variety yein and of general family 
happened to television as a result appeal 
of its first major scandal? 4 
To deal first with dollar con- NBC 
siderations: Here tv seems to have| “Tic Tac Dough” and “Treasure 
felt little, if any, adverse effects.| Hunt” were dropped when adver- | 
Business remains good, with dis-|tisers began to desert these day- | 
placed quiz show sponsors, for the|time giveaways en masse. But | 
most part, moving to other pro-|even the network’s public rela- | 
grams and/or time periods. If} tions department found it difficult 
there is a slow-down in video time | to get excited about their replace- 
sales during the fourth quarter, it| ments, “Truth or Consequences” 
will probably be due to cutbacks | and “Play Your Hunch.” 
in the automotive category be-| There are some unannounced 


cause of steel’s labor problems.|nighttime changes coming up at 
NBC, with “Five Fingers” and 


|bringing in a shopworn nighttime | | 
| film, “The Millionaire,” on a re-| 


ws There has been a barrage of 
upbeat promotion from various 
segments of the industry—most 
notably CBS and NBC—about pro- 
gram balance, their responsibility | 


“Love & Marriage” slated for can- | 
cellation. | 

On the affirmative side, NBC 
will, as noted above, bring in an 
hour news and public affairs series 


to satisfy the widest possible|to replace the departing film se- 
range of program tastes, and the|Tries, “Five Fingers.” The new one 
need for affirmative action to/is untitled so far, but it will in- 
counter the criticism directed| clude some “Project 20” shows. 

against programming and com-| The network reportedly has al- 
mercial standards. In their public| ready contracted with one of its 
utterances, the two leaders leave | favorite suppliers, MCA, for an- 


the impression that, after their other hour adventure film; this one 
shattering experience, they are is tentatively titled “Overland.” 
now determined to take bold! 


measures to recoup. These bold|® Have their troubles made the 
measures would be expected to be | networks more receptive toward 
reflected in programming deci-| Unusual programming ideas from 
sions. But a viewer, who hasn’t|the outside? This question came 
read the industry pronounce-|uUp this week at an organizational 
ments, would never guess that they|meeting of the tv drama desk. 
had been made. He certainly can’t) Producer David Susskind said the 
tell it by looking at most of the|Climate is good for selling new 
replacement programs. An excep-| ideas to CBS, but not at the other 
tion is the new nighttime news and|two networks. His point of view 
public affairs program to be seen| differed from that of another pro- 
weekly on NBC starting Jan. 23. | ducer, Max Liebman, who said the 
networks’ attitude still is pretty 
much determined by the sponsors’ 
attitude. + 


@ Here is a network-by-network 
rundown of the main program 
changes that have taken place 
since the quiz eruption. started: 
ABC 

This network, which already has | 
more guns than any other, will add 
still another Dec. 31 when the 
crime series, “21 Beacon Street,” 
replaces Dick Clark’s “World of 
Talent” show. P. Lorillard Co. 
stays as sponsor in this Sunday 
10:30 p.m., EST, period. Shaky 
ratings and the payola investiga- 
tions reportedly triggered this 
cancellation. 

But ABC, which fired another 
rock and roll disc jockey, Alan 
Freed, when he refused to sign a 


Goodrich Boosts Koch to 
New Ad Manager Post 

B. F. Goodrich Co., Akron, has 
appointed George B. Koch Jr. ad- 
vertising man- 
ager of industri- 
al and commer- 
cial products, a 
new position 
created by 
centraliza-| 
tion of adminis- | 
tration for all} 
national adver- 
tising by Good- 
rich and its nine 


> ghee divisions. 

no-payola affidavit, issued a state- | Geceneh th tik be Mer Rock 
ment of confidence in Mr. Clark, | — : joined B. F. 
and backed it up by selecting him| Goodrich Chemical Co. in 1946. 


to emcee a New he ah ad re Since 1953 he has been ad manager, 

No agence we + ed in t0| responsible for divisional public | 

buy ine ee | relations, sales promotion and tech- | 
This network, which 


: __ never | nical literature. 
boasted any big money quizzes, is | 
getting rid of a small money day- Topps Boosts Irwin Meyer 


time game, “Music Bingo.” This 2 
will be faded as of Jan. 4 in favor Irwin Meyer has been named to 


of a new interview and prize pro- |the new position of assistant sales | 
gram, “About Faces.” This is a | pammnaston doe,” dee . be 
4 a 4... | Chewing um ne., rooklyn, 
eee ne ee | manufacturer of Bazooka bubble 
om cough Pec aing oud Ba-| sum, baseball picture cards, and 
sharme hair creme continue as other bubble gum products. Mr.| 
meas Meyer held the same position in the | 
— F /consumer division of Hudson Pulp 


CBS 

When CBS banned luxury prize | joining Topps in July. 
shows, three programs went off. 
The nighttime casualty was re-| Horton, Church Adds Two 
placed by a much traveled panel | Irons & Russell Co., manufac- 
telecast, “Masquerade Party” | turer of fraternal emblems and 
(Whitehall), which was expected religious jewelry, and Williams & 
to be a temporary filler. But it’s) Anderson Co., manufacturer of 
still running on a short term re-|Sunday school attendance awards 
newal basis. and industrial sales and service 

The ban left two daytime daily | awards, both of Providence, R. I., 
vacancies. The network gambled | have appointed Horton, Church & 
on a new personality show to fill| Goff, Providence, to handle their 
one of the spots; the other was| advertising. 


|& Paper Corp., New York, prior to 


ee ak, Et ti 7 


Do you 
Know 


Tom 
Leather ? 


THOMAS D. LEATHER is the publisher of The Country Squire, 
suburban newspaper of Prairie Village, one of Kansas City's out- 
standing suburbs. He is active in the Junior Chamber of Commerce, 
Kansas City Press Club, the Kansas State University Booster club, 
and president of the prominent Asbury Men's club. He also coaches 
youth athletic teams. 


and...HE READS 


Liixe so many of TOGETHER’S readers, Tom Leather is easily one 
of the outstanding men of his community. Like them, he lives in the 
kind of community that provides great opportunities for leadership. In 
fact, 72.37, of TOGETHER’S 900,000 reader-families live in suburbs, or 
im non-farm areas away from the large metropolitan centers. They are 
important people to reach with your product story. You can reach them 
in TOGETHER magazine. 


TOGETHER is read in over 

900,000 homes~—a selected audience 
of substantial family buyers. 

Your TOGETHER representative has the 
full story. Call him soon. 


Together 


Published monthly by the Methodist Publishing House 


740 NORTH RUSH STREET 
CHICAGO 11, ILLINOIS 


The mid-month magazine for Methodist families. 
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The Voice of the Advertiser 
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dull, sterile, imitative program- of my colleagues in our television- 
ming, don’t blame the sponsors, | radio department and I have dis- 
blame the system. The same adver-| cussed it at length and here are 


If TV Is To Be ‘Operated in the Public Interest’ 
We Must Examine What This Really Means: Kanter 


To the Editor: ApvVERTISING AGE | are aired, no matter what the re- 
had what I would say is a com-|sults have been. My point: I don’t 
plete coverage of the whither-tv| believe enough has been said by 
problem and identified some fair- | responsible, reflective, high-mind- 
ly pointed directions to explore. jed men about what television 

Something, however, which to me | might accomplish or should ac- 
needs clarification and is, in a phil- complish in order to be in the pub- 
osophic sense, at the heart of the) lic interest. I think the controver- 
matter is the phrase “...Televi-|sy to date has been floundering 
sion stations should be operated in| somewhat for a lack of orientation 
the public interest..." I agree. I|or, said in another way, we have 
am not sure, though, that anyone| begged a major question here of 
has taken the trouble to examine | what the public interest is. 
what the public interest is with| For instance, in this country we 
reference to broadcast media. |have political apathy, cynicism, 

When you think about this, it}and shallow partisanship to an 
is fairly apparent that the public amazing degree. What is the re- 
interest phrase doesn’t necessarily | sponsibility of television here? 
lend itself to an economic inter-|How can (not should) television 
pretation as is the case with the|fit into the democratic process in 
legal theory regarding government | creating respect for the political 
regulation of transportation, say, | processes? 
or the control of water rates. The | Should television be geared to a 


This department is a reader's forum. Letters are welcome. 


can it do in coping with this issue? 


tions which, perhaps, a Presiden- 
| tial commission consisting of men 
|from advertising, education, mass 
|communication, etc., should dis- 
cuss and report on. These basic 
questions about what practical 
things could be achieved by this 
medium and, in fact, what it 
should achieve to be in the public 
interest have to be denoted before 
j}any systematic re-evaluation 
| done on the industry. I fear the 


|piece-work remedy will be pre-| 


scribed if these questions are not 
|explored and soon. 
Donald L. Kanter, 
Tatham-Laird, Chicago. 
e 


To the Editor: You created quite 


a stir with your editorial, didn’t | 
|you! [“It Is Time for Advertis-| 


|ers to Get Out of Show-Business,” 
| (AA, Nov. 9) ]. But in all the right- 
leous indignation, it seems to me 


public interest in these matters|Jow common denominator of in-| that not only you but all your cor- 


can be quite clearly specified. 


| telligence and cultural participa- 


Public schools, too, are another | tion (the rating system really as- 
institution which falls under the|sumes that television should) or 
rubric of the public interest. Here | should television talk, for the) 
one sees a controversy raging— 
and one which is, in a sense, more aware audience model? If televi-| 
analogous to the broadcast prob-|sion is upgraded, in terms of its| 
lem than the legal theories in-|jevel of discourse, will it lose its| 
voked to regulate transportation. | potential for instructing hereto-| 
“Education for what and for fore intellectually unexposed peo-| 
whom” are burning issues and have | ple? 
been compromised by academic} What is cultural in the broadest 
curricula in line with the beliefs! sense? Is it the opera, the theater, 
and attitudes of men who govern | jazz, talk shows—and what kind| 
the school systems. of theater, etc., is culture? I don’t | 

At least, in the area of educa-|,now but that culture is not a 
tion these issues have been and} relative thing: Anything which 
broadens individuals’ horizons and 


WHAT ON EARTH sf gives perspective I suspect is cul- 
ISTHE BRIGHTEST | ture. Hell, we could fill the air 
COLOR 7 with “high level stuff” which few 


would look at—and probably those 
few who need it least because 
they get it so much. 

How can television work for in- 
ternational understanding in a 
forceful and meaningful way to 


irs listeners of all classes and amounts 
DAY: GLO, of education? “The great issue of 
MOONMAN our time (to quote Adlai) is peace 


or war.” What is this fantastic 
|means of mass communication and 
tool for understanding going to do; 
indeed, what should it do and what 


There is only one genuine Day-Glo! Day-Glo is 
the registered trademark of Switzer Bros., Inc. 
Cleveland 3, Ohio, for daylight fluorescent products. 


SPREADING THE NEWS 


SINCE 1922 


| (America’s First Engraver) 
ye: 


,) = 


REVERE PHOTOENGRAVING CO. 
WaAbash 2-8816 
712 FEDERAL STREET * CHICAGO 5, ILLINOIS 


respondents, pro and con, missed 
the basic point. Your editorial 
moves along beautifully all the way 


most part, to a mure intelligent,| Posed solution. Broadcasting, you| 
say, should control its editorial con-| 


tent just as magazines and news- 
papers do. Advertisers should buy 
time just as they buy space. 
Amen! How does the adver- 
tiser buy space? With guaranteed 
circulation. He knows what he is 
buying and pays for what he gets. 
How does he buy time? I refer 
you to the chart on Page 76 of the 


|same issue that carried your edi- 


torial. The average rating of the 
top ten network programs in 1959 
was 29.1; the average of the bot- 


tom ten was 8.7. Yet the networks | 


charge exactly the same for the 
bottom ten as they do for the top! 

That’s where the weakness of 
your proposal lies. ‘Advertisers 
should buy time for commercial 
messages as they now buy space,” 
you say. And then you shrink from 
carrying your analogy to its very 
simple and obvious conclusion. 
Comes the day when the advertiser 
can buy time just as he buys space 
and all the evils that our high- 
minded critics deplore will vanish. 

Sure the “airlanes belong to the 
people of the U.S.” But the peo- 
ple have decided to sell those air- 
lanes through the networks to the 
advertisers of the U. S. for com- 
mercial purposes. Since the net- 
works refuse to offer the adver- 
tiser any guarantee of what he 
gets for his money, as do all other 
advertising media, don’t blame the 
advertiser for using every legiti- 
mate means to get full value for the 
millions he invests. If this produces 


These are a few apparent ques-| 


is | 


tisers who use the air are using the 
magazines and newspapers. Those 
advertisers, with their low stand- 
ards of morality and public con- 
sciousness, don’t seem to be ruining 
the print publications. Why is it as- 


broadcast media to be the sole vic- 
tims of their blind greed? Isn't it, 
perhaps, the system that’s at fault? 

All the moralizing and preach- 


and Susskinds may do won’t con- 
vince the advertiser that he should 
pay the same millions for a 10 rat- 
ing that he does for a 30, not as 
long as we have a system of com- 
|mercial sponsorship. And what’s 
more, all the laws and regulations 
that Congress and the FCC may 
pass won’t do it either. 

Why not face the facts of life 
and carry your proposal to its log- 
ical conclusion? 


Max Enelow, 
Director, Advertising and Sales 
Promotion, Philco Corp., Phil- 
adelphia. 


Mr. Enelow raises an important 


| sumed that they single out the! 


ing that the Crosbys and Goulds | 


| housewives. 


our reactions: 

First of all, any principle based 
* a comparison between televi- 
|sion and printed media has to be 
very carefully analyzed. There are 
vast differences between the two 
of them from the standpoint of 
any advertiser or agency. 

Selectivity is inherent in the 
magazine field, for instance. We, 
|along with our clients, decide the 


|/magazines in which we want our 
advertisements to appear. It can 
be a man’s magazine, a woman’s 
magazine, a child’s magazine. It 
could be aimed at hot rod enthu- 
siasts, sports car buffs, farmers or 
To that extent we 
shape the environment for our 
carefully thought out message. Cer- 
tainly, we should have that same 
opportunity in placing our televi- 
sion commercials. 

The whole television effort of 
many clients would be grievously 
impaired if they had no control at 
all over where their commercials 
appeared. . . Only through selec- 
| tion of shows can advertisers and 


|point. AA has frequently pointed|@8encies get the proper reference 
out that the “magazine concept”, Point for what a client has to say. . . 


|cannot work without generally ac- 
cepted ratings figures, even though 


| teed” figures. 


| It does not seem accurate to me 
|to indicate that all advertisers in- 


‘they may not actually be “guaran-|ulge in a “slavish worshipping of 
through the statement of your pro-| 


ratings,” nor to infer that “the end- 


With such figures, however, the|2im of all programming is to 
|“magazine concept” would allow | achieve a high rating.” While our 
an advertiser to buy a block of|Clients are quite naturally con- 
commercials that would appear in| cerned with the size of their view-~ 
connection with various shows of|!8_ audience, they do not limit 
various ratings, so that each adver- | their objectives to being in the 
tiser could get about the same aver-| top ten. They are anxious to pre- 
‘age rating. This is manifestly im- sent their commercials in shows 
|possible now, when the program| Which they think properly repre- 
‘buyer can only hope (usually in| Sent their companies. 
vain) that his astuteness in picking) AS a matter of fact, in at least 
programs will net him a rating that|twO cases, our agency has been 
is average or better. | responsible for the conception and 
‘ |development of shows for our cli- 
To the Editor: One of the he oa "aa om protien am 
: |with the idea that they would be 
fantastic oversights in this whole | the highest rated dest, but rather 
business is that of the advertiser | with the purpose of projecting the 
pomapheve Yc Lo _ sensed ee oe hogs image that seemed 
s » d€-| appropriate. 
spite the fact that the networks) t<High Adventure” with Lowell 
/have gleefully allowed him to|Thomas was one such show. It 
|take all the risk. You buy a pro-|won critical acclaim and was an 
ey with Sy gn high rating excellent commercial vehicle for 
\a p.m. an uy a new pro-| Delco batteries. 
| gram spotted at 8:30 and come up| “Eyewitness to History” was the 
{with a 13 rating at the same price | other show. This marked a major 
fag Rye nsgg Mid po step forward in the presentation 
: Sod of important news events i 
| here that they understandably Mien | ortaee time. o Sauk ar cue ae 
| very well. What I don’t get is Why|spectable rating and the client, 


so many advertisers like it too. |Firestone, found it a most satis- 
Perhaps this is something you! factory show. 


might probe. 


To me, there is something very 
American about the broadcasting 
industry as it is now constituted. 
It is the same sort of “checks and 
balances” system as our govern- 
To the Editor: Your recent edi-|ment. The viewer, agencies, ad- 


torial, “Is It Time for Advertisers | vertisers and networks make for 
to Get Out of Show Business,” is |a type of interaction that is, in the 
a rather startling concept. Some!long run, healthy. Sometimes the 


Fairfax M. Cone, 
Foote, Cone & Belding, Chi- 
cago. 
e 


hall 


TILL 


is being tested in 


PORTLAND 


MAINE .. . because 


FIRST in the 
United States 
among cities 
under 150,- 
000 popula- 
Source tion. 

Sales Management 


PORTLAND MAINE NEWSPAPERS 
PRESS HERALD °* EVENING EXPRESS * SUNDAY TELEGRAM 
94% coverage of ABC retail zone 


SIXTH in the 
United States 
among ideal 
testing cities 
regardless of 
population. 


SECOND of 
all testing 
cities in New 
England re- 
gardiless of 
size. 


100% coverage of city zone 
represented by Julius Mathews Special Agency 
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rascals may seem to be in the 
ascendancy but they never pre- 
vail... 

Advertisers and agencies would 
like to continue to have the right 
of selectivity in all media. That 
means they must still be able to 
pick the kind of shows they want 
and sometimes to help create such 
shows. I agree with you that they 
should not, however, reach for the 
lowest common denominator of 
program concept. It seems to me 
that progress has necessitated this 
strange and rather wenderful mar- 
riage between show business and 
advertising and that it cannot and 
should not be annulled. 

T. B. Adams, 
Campbell-Ewald, | 


President, 
Detroit. 


e 

To the Editor: I have been fol-| 
lowing with a great deal of interest | 
the editorial viewpoint of Apver-| 
TISING AGE on the current television 
calamity ...I must put mvself on 
record as being wholeheartedly for 
the “magazine concept” of televi- 
sion programming... 

Having read the excerpts of the| 
letters carefully I found myself re-| 
covering from quite a shock. All of 
the men noted in your columns are 
leaders in’ the field of advertising 
and my shock stemmed from the 
apparent shortsightedness of the 
majority of them. Such comments | 
as “untested conclusions”; “no link 
between different types of shows”; 
“separation must take place in the 
mind of the audience”; “separation 
would reduce effectiveness of ad- 
vertising,” lead me to believe that | 
their obviously sincere concern is 
directed, not at the heart of the 
general problem, but at the out- 
grown tentacles... 

There are many answers for each 
specific ill that has arisen. How- 
ever, there is only one true answer | 
to the whole problem. Television 
must develop into a medium 
worthy of respect both by the gen- 
eral viewing public and by the ad-| 
vertiser. This can only be accom- 
plished over a period of time and 
with hard working, intelligent and 
able people. No matter how you 
twist the situation around or how 
many points come up, the problem 
still concerns people; people look- 
ing, people asking, people perform- 
ing, people creating, people direct- 
ing and people managing. Here is 
where the ultimate answer lies and 
here is the area which seems to 
have no attention from those con- 
cerned... 


Richard T. Biedler, 
Advertising Manager, Ameri- 
can Society of Heating, Refrig- 
erating & Air-Conditioning En- 
gineers, New York. 
~ 
To the Editor: Congratulations 
on both your editorial stand on tv | 
and your handling of the ciiticisms. 
The volume and character of the. 
opposition in itself proves the cor- 
rectness of your own position. To 
quote a famous Wolcott simile, the 
tv admen are “like a sinking frig- | 
ate, firing furiously at its rescuers.” 
Henry Mayers, 
Davis, Johnson, Anderson & 
Colombatto, Los Angeles. 
- | 
To the Editor: Now that the first | 
wave of homiletics has passed over 
the tv scandals, I nominate the 
Cohen article of Nov. 9 [This Week 
in Washington] as the most val- 
uable contribution to the subject— 
no indignation, just a plain state-| 
ment. 


Lowell B. Mason, 
Washington, D.C. 
* 

To the Editor: In your recent ed-| 
itorial on tv probes, I think you. 
put your finger on a soft spot which | 
too many “therapists” overlook in 
diagnosing advertising syndromes. 

You recommend surgery—sepa- 
ration of client-agency from net- 
work-programming. I recommend 
something more along the line of| 
hysterectomy. While the wound is 
open, let’s look around for the can- 


cer within that seems to attack use- | lieve the shameless copycatting and 


less organs first. 


To be less clinical, Madison Ave- | 


nue seems beset with a creeping 
bureaucracy ...an almost compul- 
sive ingathering of services, func- 
tions and personnel who feed heav- 
ily at the trough—but don’t fit the 
harness. I don’t say that Ph.D’s in 
isolation booth etiquette, starlets, 
producers, cosmeticians, song writ- 
ers, gag writers, corsetieres and 
head-shrinkers can’t contribute— 
but do we have to clasp them to our 
bosom? More important, should we 
expect their purposes, their moti- 
vation to be commensurate with 
our own? 

Have we examined our own mo- 
tives lately? Maybe we're slaving 
to perpetuate our own bureaucracy 

.and being oft embarrassed, yet 
heavily in hock, to those who toil 
for us, but not with us, however 
innocently. 

The “hat trick” is good therapy 
for copywriters. But, maybe agen- 
cies and their advertisers have tar- 
ried too long at it. A little “reverse 


j|hat trick’? might do much to re- 


unrelieved appeals to primary in- 
stincts for which our clients pay 
dearly—yet bore the audience and 
keep our industry in a perpetual 
state of pre-adolescence. 

I suggest that those who believe 
that the true purpose of advertising 
is one of creating advertising 
should rise up from their couch, 
sound stage or bongo drums and 
man the typewriters! Let’s start by 
shredding this myth that the fellow 
on the other end of the tube is men- 
tally pre-adolescent, too. 

Alan I. Hurd, 
Russell T. Gray Inc., Chicago. 


This Is a Cramped Manifold? 
To the Editor: Your very st:mu- 
lating article by Clyde Bedell in 
the Nov. 16 issue (about retailers 
attempting to sell with wholesale 
advertisements) prompted me to 
send what I consider to be an ex- 
treme example of a manufacturer 
seeking to sell, in a trade magazine, 
with a consumer slant, and falling 


for 
cramped 
manifolds 


++» SHORT-STACK 
REGULATORS 


suggestiveness which could be con- 
strued in a moral thus subjective 
frame of reference, as (1) an “ad” 
aesthete and (2) a “realistic com- 
municator, I believe that “le prod- 
uct” is the item to be sold in most 
cases and any gimmick must be 


used only after the most serious 


consideration of its successful inte- 
gration into the total plan. 

We Americans may appear to be 
a sex-starved nation, according to 
my British friends’ opinions on 
some of our advertising—Heaven 
help us if they see this one! Nolo 
contendere. 

D. Kent Watkins, 


Centralia, Ill. 


BONEFISHING? 


MAXITROL COMPANY 

11200 BEREH ROAD 

OFTROHT 79. mCHOAN 
sons UC SAVIN sCARADAY LIBHTED « 
scents Comrmn). LiMtit4o. tam o 


win nureo 


pathetically short of any criterion. 


Big game or Reef Fish. Write 
Harry Singer, Caribbean Fishing 
Information Bureau, 2663 N. W. 
36 St., Miami, Fla., PL 1-8753. 


Even were one to ignore apparent | 


AMAZING MONEY MAKING MACHINE 


ee 


An 


EURATOM 


“The ROTARIAN 


internationat} 


Average annual income of 
$14,429 goes to Rotarian readers. 


84% of whom are homeowners, 
- Seggaa buying, buying, buying. 


A Look into Space— Willy Ley 


Magazine 


90% of whom play an 
active part in buying 
for their companies. 


82% of whom are active 
travelers— more than 
12 trips a year. 


... turns into pesos, too. 


Revista Rotaria, the Latin 
American counterpart of 

the Rotarian Magazine, has a 
circulation of 43,462. 


The Rotarian Magazine delivers this wealthy, influential audience of 357,390 subscribers to you for the low, low 


cost of $3.69 a thousand. 


We'll be happy to send you a complete story of The Rotarian Reader, done for us by Market Facts, Inc. Send 


for the study of Revista Rotaria, too. Write to: 


¢ WeRetanian Revista Rotana 


1600 Ridge Avenue, Evanston, 


Ilinois 
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DOUBLE your selling effectiveness in Southwestern Michigan 


(including Benton Harbor and St. Joseph) the dual-media way! 


To tap the top of Southwestern Michigan's sales potential (including Benton Harbor and 
St. Joseph) calls for coordinated selling strategy: a dual-media approach, utilizing the 
strong readership of the News-Palladium and Herald-Press . . . and the strong listenership 
of WHFB AM/FM. You get (1) unduplicated, in-the-home circulation in both city zones and 
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; : York once each day; here it is 
Radio Stations Set ledited and relayed to all RKO 
' } 1 stati . The service will 
News Sources as | Goneees stations 


be made available to other sta- 
} tw 2 tions which have shown an inter- 
Ne ork Alternative est in it. Project supervisor is 
| New York, Dec. 9—Many ra- | Sumner Glimcher. 
dio stations are trying to develop 
regular channels for on-the-spot) ® WMCA has acquired control of 


national and international news! Radio Press International, a news 
reports without paying the “pen-| gathering service which supplies 
alty” of network affiliation—that | daily live transmissions to 50 sub- 
is, allotting prime time to net-|scribing stations. RPI has more 


in the three surrounding counties, (2) WHFB’s loyal, responsive listening-in audience 
that’s twice the size of the next two stations combined! Inquire today about how this 
dual-media approach can help you. 


S i ities 
é NDOWN: work shows. | than 40 correspondents in ci 
4-COUNTY SOUTHWESTERN MICHIGAN AREA RUND ern Glew York slatlene, WOR|terenahout the wereld who feed 
BUYING RETAIL . er h - 
and WMCA, have taken definite|news to New York. The voice 
POPULATION: INCOME: SALES: FAMILIES: steps in this direction. WOR, an | transcriptions eis wit be fod to 
ene i bscribing stations. 
454,208,000 289,245,000 90,800 RKO General station, began an/|su ; ons. 
— : : expanded overseas news coverage| The service will include at least 
Source: Sales Management Survey of Buying Power. service which commenced with) 10 spots per day, each spot less 


President Eisenhower’s tour of| than a minute in length, seven 

Europe and Asia. The station set|days per week, R. Peter Straus, 
BENTON HARBOR NEWS-PALLADIUM WHFB AM/FM up offices in London and Paris| president of WMCA, said. The 
and correspondents in Madrid,| rates will be based on a yet un- 

ST. JOSEPH HERALD-PRESS Represented by Everett-McKinney, Inc. | Rome, Athens, Geneva, Ankara,/ determined multiple of the sta- 
Represented by E. A. Faulkner & Associates and Michigan Spot Sales New Delhi and Karachi. tion’s minute spot rate, he said. 

307 N. Michigan Ave., Chicago 1, Ill. 410 N. Michigan Ave., Chicago 11, III. The news reports are fed by R. Peter Straus will serve as 
‘tape to the London office and | President of RPI, and Nathan 
|then transmitted by cable to New| Straus, chairman of WMCA, will 
| hold the same title with the news 

see : — : | service. Radio Press was estab- 
|lished last year by newscaster 
fo4 Hamilton Combs and was 
merged last summer with Inter- 
national Transmissions, a similar 
| type of news company. The com- 
pany then became known as Ra- 
| dio Press International. 

| 

| # United Press International and 
| Associated Press have both experi- 
|}mented with services similar to 
RPI but did not find them suc- 
{cessful enough to pursue. For 
| about a month this past summer, 
UPI tested an audio service with 
some of its client stations in Cali- 
fornia and New England. Taped 
reports of on-the-scene happen- 
ings were sent by phone to the 
stations, but the stations decided 
they could handle the coverage bet- 
ter themselves. 

AP has been conducting com- 
parable experiments with stations 
in New England, but with no 
more success. Taped on-the-spot 
reports were tried, but were felt 


to be impractical because of eco- 
nomic and technical limitations. 
A number of independent New 
York stations queried by ADVERTIS- 
ING AGE indicated that they have 
worked out an informal exchange 
of local news reports with other 
| stations throughout the country. 
mtG US Par oFF WNEW, for example, frequently 
transmits news by phone to other 
are stations requesting coverage when 
a big story breaks in New York. 
trademarks WNEW, a Metropolitan Broadcast- 
b ing station, gives priority to other 
! Metropolitan stations, it said. 
too! WNEW swaps news stories in 
| much the same way with 12 or 15 
other stations represented by Rob- 
ert E. Eastman & Co. through an 
As his cap and pipe identify Sherlock Holmes, informal exchange established by 
. ° . ‘4 es se ° ~ 
our trademarks identify the unique qualities “Een gee Ge coca, Bn 
and characteristics of two of our modern-liv- as WMGM and WINS, reported a 
: Se @ Atos F aah similar cooperative arrangement 
ing fibers. ‘‘Orlon’’* distinguishes our acrylic with other stations whereby they 
fiber; ‘‘Dacron’’*, our polyester fiber. As we ag the news by beeper-phone 
as it occurs. 
use and protect these trademarks, they be- 
come more meaningful and valuable both to 
consumers and to the trade. 


cae a2") 


= Westinghouse Broadcasting Corp. 
feeds news at least once per day to 
its 11 owned stations, the news em- 
anating from its 13 bureaus across 
the country. When Westinghouse 
has a film or tape clip of special in- 
terest, it sometimes makes it avail- 
able to UPI for syndication to other 


For handy folders on proper use of the trade- 
marks ‘“‘Orlon”’ and “‘Dacron’’, write Product 
Information, Textile Fibers Department, 
stations after it has run on the 
E. I. du Pont de Nemours & Co. (Inc.), eeu sae ae cone 
: Wilmington 98, Delaware. said. # 
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Transmedia Asks FCC Okay 

to Operate Station KABR 
Transmedia Inc., Minneapolis, a 

? new corporation, has applied to the 

~ Federal Communications Commis- 

sion to obtain necessary license au- 

thority to operate KABR, Aber- 


: TEXTILE FIBERS DEPARTMENT 


REG. U5. PaT.OFF 


RETTER THINGS FOR BETTER LIVING... THROUGH CHEMISTRY deen, S. C., radio station. Frank E. 
Fitzsimonds, owner of KABR, said 
i ; , —_ he is assigning his interest in the 
*When uxing these trademarks, always remember tas Distinguish Orlon” and “Dacron” — Capitalize, use quotes or italics, or otherwise distinguish by color, let- . ‘ 
tering, art work, ete, Describe them—Use the phrune Orton” acrylic fiber (or “Dacron” polyester fiber) at least once in any text. Designate them—In a footnote station to the new corporation, of 
or otherwise designate “Orton” as DuPont's registered trademark for its acrylic fiber and “Dacron” as Du Pont’s registered trademark for its polyester fiber. | which he will be president. 
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Advertising Age, December 14, 1959 


High Court Edict Ends FTC Saga— 
16 Years with Carter's Little Pills 


(Continued from Page 1) 
cording to Mr. Cohn, are those 
which hold that Carter can’t claim 
the product does not contain 
strong medicine, that it “will bring 
on or restore regularity of bowel 
movement,” that it is unqualifiedly 
safe or that it possesses thera- 
peutic properties in addition to 
those afforded by laxative action. 


s More was at stake than merely 
the ads for Carter, he points out. 
“This is a typical irritant laxative. 
There are many others. Some, like 


Dr. Edward’s Olive tablets and 
Beacham’s pills, have already 
signed affidavits promising to 


abide by the Carter decision. 

“In the Carter case, our job was 
to establish with finality the 
claims that could be made for 


products of this kind.” 

On his desk this morning was | 
the script of some current Carter | 
tv commercials, which FTC had} 
obtained from Ted Bates, the cur- | 


rent Carter agency. 


= “It’s no longer my problem,”|prepared for its proposed Carter | 
Mr. Cohn said. “I guess I should| labeling case by Dr. Andrew C.| i, 


not discuss it, but if you compare | 
some of the things they are saying | 
in these tv spots with the text of 
the cease and desist order, you 
can decide for yourself whether 
they have made all the changes 
they are going to have to make.” | 

The spot starts with the sate- | 
ment a report prepared by five 
doctors shows that in 83% of the 
cases, it is possible to break the | 
laxative habit. “We kept asking | 
them who the doctors were,” Mr. | 
Cohn said, “but they contended it 
was a trade secret. If it were a 
criminal case, we might have ob- 
tained a discovery order and de- 
manded to know. But in an FTC 
hearing, that kind of power doesn’t 
exist. 


= “They are not using the word 
‘liver,’ and they no longer talk 
about bile flow,” he notes approv- 
ingly. “But they talk about ‘two 
natural vegetable’ ingredients.’ 
That’s certainly one of the points 
that will have to be covered in a 
compliance report.” 

At the time the case started, the 
Food & Drug Administration was 
also well along in the preparation 
of a case against Carter for mis- 
labeling. “I was so confident we 
could dispose of this case in a few 
weeks,” Mr. Cohn recalls, “that I 
convinced Assistant U.S. Attorney 
William Lynch that FTC should 
get first crack at Carter.” 


® As the years rolled by Mr. Cohn 
and FTC came under considerable 
criticism. Carter’s attorney, Wil- 
liam Hanaway, presented impres- 
sive evidence that had to be met 
and answered. His procedural ap- 
peals were time consuming. And 
in 1953 the ninth circuit court of 
appeals came close to killing the 
entire case in a decision which 
ruled that Mr. Hanaway had been 
deprived of an opportunity for a 
fair trial. 

Enforcement of the cease and 
desist order now becomes the 
responsibility of FTC’s compliance 
division. Meanwhile, Mr. Cohn asks 
in his office today, “What choice 
did we have other than to see the 
case through to the finish? 

“We had an enormously power- 
ful organization fighting us. Were 
we supposed to quit and let them 
get away with it?” 


s FTC’s demand that Carter drop 
the word “liver” was a widely 
publicized object of the case. But 
from Mr. Cohn’s standpoint, the 
more significant legal battles were 
fought over Carter’s use of the 
claim that the product stimulates 


the flow of bile and provides an 


effective treatment for sluggish 
liver function. 

“We would have settled the case 
four years ago,” he said, “if we 
would have agreed to let them 
claim that the pills stimulate the 
flow of bile. 

“I wouldn’t agree to anything 
like that. As far as I was con- 
cerned, this was the kind of claim 
I was most determined to elimi- 
nate.” 


= Although FTC assigned a medi- 
cal adviser to help him, one of Mr. 
Cohn’s first moves in preparing 
for the Carter case was to visit 
the medical school of the Univer- 
sity of Chicago. There he spent 
several weeks with Anton J. Carl- 
son, professor emeritus of physi- 
ology, taking a cram course on the 
gastro-intestinal tract. 

The Food & Drug Administra- 
tion also came to his support. 
Since he would be the first to go 
into battle, it made available the 


|extensive research on the gastro- 


intestinal system which had been 


Ivy, at that time professor of 
physiology of Northwestern Uni- 
versity, and Dr. Jesse Bollman of 
the Mayo Clinic. Other important 
studies were offered to FTC by 
Dr. John Lockwood, professor of 
surgery at Yale University. 


s Hearings got under way in No- 
vember 1943. With both sides us- 
ing medical witnesses and draw- 
ing heavily on testimony involving 
research on the operations of the 
gastro-intestinal tract, two years 
were required to take the testi- 
mony and cross-question the wit- 
nesses. Participants traveled to 
such points as New York, Chicago 
and Memphis. Night sessions were 
held to accommodate witnesses. 

Within six months from the 
time hearings ended in December, 
1945, Hearing Examiner William 
C. Purcell submitted a report sub- 
stantially upholding the charges 
in the complaint. 


# Until that point, Mr. Cohn 
points out, the case had progressed 
as rapidly as a contested advertis- 
ing case is likely to go. But FTC 
suddenly experienced deaths and 
personnel turnover which com- 
plicated the handling of the case. 
Although the examiner’s recom- 
mendations had been filed in July, 
1946, the commission’s cease and 
desist order requiring Carter to 
revise its ads and drop the word 
“liver” did not come down until 
March, 1951. 

Nearly two more years passed 
before Carter’s appeal was sched- 
uled for argument by the ninth 
circuit court of appeals in San 
Francisco. Then, on Jan. 19, 1953, 
the circuit court issued a decision 
dismissing the case because Carter 
showed it was prevented from 
completing its cross-examination 
of three of the commission’s expert 
witnesses. 


= “This was certainly the lowest 
point for me,” Mr. Cohn recalls. “I 
sought a-rehearing, proposing that 
we reopen the case so that Carter 
could conduct the cross-examina- 
tion it sought. But the court of 
appeals said ‘no’.” 

Late in 1953, at FTC’s request, 
the Supreme Court intervened and 
reinstated the case. Accepting the 
proposal submitted by FTC, it 
instructed the court of appeals to 
return the case to the commission 
for further hearings. 

“These hearings, from February, 
1954, to April, 1954, were among 
the most memorable for me,” Mr. 
Cohn commented. “Dr. Lockwood 
had. died, so I had to agree to 
strike all his testimony from the 
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Remember 


Hally Sugar 


REMEMBER IN DECEMBER—Holly Sugar Corp., Colorado Springs, uses this 

outdoor bulletin as its exclusive consumer medium in California 

during the Christmas season. Doyle Dane Bernbach Inc., Los Ange- 
les, is the agency. 


record. Another of my mainstays, 
Dr. James Case, a roentgenologist 
who had made some remarkable 
x-ray studies of the reaction—or 
lack of reaction—of the gall blad- 
der to Carter’s pills, was in semi- 
retirement, and we had to arrange 
to get to Santa Barbara, Cal., to 
submit him to cross-examination. 


ae “One night, after conferring 
| with Dr. Case, I suddenly felt faint. 
| He sent for a physician who diag- 
|nosed internal bleeding, and or- 
dered me to the hospital.” 

Mr. Cohn refused to be hospital- 
ed. Instead, he arranged to get 
transfusions in his hotel room. 
Despite pleas by Mr. Purcell and 
Mr. Hanaway that he agree to 
postpone the hearing, he insisted 
on going ahead. 

Between sessions and at night 
he had additional transfusions. On 
the table in front of him were 
quart containers of ulcer food— 
gelusel and milk. After the hearing 
ended, he was hospitalized for two 
weeks in Santa Barbara. He re- 
covered for another three weeks 
at home. 


= Among the many motions sub- 
sequently filed by Mr. Hanaway 
was one demanding the removal 
of Mr. Purcell. All were denied by 
the commission, and on Feb. 9, 
1955, Mr. Purcell submitted fresh 
recommendation, again supporting 
the complaint. In October, 1956, 
FTC issued the second cease and 
desist order. 

This second cease and desist 
order was also reviewed by the 
ninth circuit in San Francisco. 
| “We argued the case on Feb. 12, 
1958—the day San Francisco had 
an earthquake,” Mr. Cohn recalls. 
“Enroute out there, an engine of 
the plane caught fire.” On June 19, 
1959, however, the court upheld 
FTC’s order. Carter filed for Su- 
preme Court review on Aug. 31. 
Its request was denied Oct. 9. 


s In a final effort to upset the 
order, Carter got a stay of execu- 
tion from Supreme Court Justice 
William O. Douglas on Nov. 10. 
Its petition for rehearing was 
filed Nov. 19, and summarily dis- 
missed by the court Monday. 

Since Ted Bates had replaced 
Street & Finney as Carter’s ad- 
vertising agency, FTC decided in 
1953 to drop Street & Finney from 
the case. 

While the litigation was under 
way, Carter itself was changing, 
so “liver pill” became less impor- 
tant. Wallace Laboratories, its 
newly established pharmaceutical 
branch, got a patent on Miltown 
which paid off handsomely. It 
scored with Arrid. It also obtained 
the basic patent on aerosol shav- 
ing, and in a case against Colgate 
established its right to royalties 
from all brands competing with 
its brand, Rise. 


= Sixteen years took its toll 
among the people involved in the 
case. Among the witnesses who 
died were. Dr. John Lockwood, on 
Mr. Cohn’s side, and Dr. James 
Killian, a mainstay among Carter’s 
experts. Two FTC commissioners 
died, and.one was replaced. 

The three key figures—Mr. 


Cohn, Mr. Purcell and Mr. Hana- 
way—have been with the case 
from the start. Mr. Purcell plans 
to retire next year. Mr. Cohn is 
back on anti-monopoly work. Mr. 
Hanaway is among the most 
prominent attorneys in his field 
of activity. 

One final ironic twist. 

“At the start,” Mr. Cohn recalls, 
“Carter wouldn’t even provide a 
list of the radio stations they were 
using, or the text of the ads. I had 
to go to the networks for the 
information. When the hearing 
started, I used an FTC lawyer, 
Pgad B. Morehouse, as a witness 
to certify to the accuracy of the 
list.” 

Mr. Morehouse is_ currently 
chief of FTC’s compliance divi- 
sion. Within the next 60 days, 
Carter must provide him with a 
report, indicating the steps they 
have taken to bring their ads into 
line. # 


Senate Probers May 
Look into Drug 
Promotions Next 


(Continued from Page 1) 
members occurred while Dr. La- 
sagna was testifying. Sen. Alexan- 
der Wiley (R., Wis.) questioned Dr. 
Lasagna’s qualifications and com- 
mented, “I don’t like the way we 
are going.” 


@ While Merck’s president, John 
T. Connor, was testifying today, 
the committee’s general counsel, 
Dixon Rand, brought in a large 
box filled with literature and 
samples. He said these were col- 
lected in a single month by a 
doctor in Minnesota who sent the 
materials to the committee. 

The prestige of the big drug 
company brand names came up 
for discussion as one of the factors 
handicapping small companies 
which are willing to sell well be- 
low the prices which the leaders 
are quoting. 

Mr. Connor contended doctors 
have confidence in the company’s 
good name. Mr. Dixon argued that 
all drugs have to measure up to 
federal standards. He charged that 
the effort to build prestige for 
brand names puts small companies 
“at a distinct disadvantage.” 

In disputing the subcommittee’s 
estimates of the cost of producing 
modern drugs for arthritics, Fran- 
cis C. Brown, president of Scher- 
ing, pointed out that the job of 
persuading doctors to buy Scher- 
ing products is one of the com- 
pany’s heaviest expenses. 

He said the company employs 
430 detail men, or salesmen, at 
$9,000 each, and that it sends ex- 
pensive literature.and samples to 
70,000 doctors. # 


N.Y. Media Planners Set Slate 

New York Advertising Media 
Planners has elected officers for 
1960. They are: William E. Mat- 
thews, Young & Rubicam, presi- 
dent; Richard Jones, J. Walter 
Thompson, vp; Jeanette Le Brecht, 
Cohen, Dowd & Aleshire, secretary, 
and William Hinman, Lambert & 
Feasley, treasurer. 
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TV Scandal Points Up 
‘Moral Deterioration 
in U. S., Green Says 


(Continued from Page 3) 
|months about advertisers, media, 
jagencies and advertising practice 
{in general are cause for sober 
reflection by all of us engaged in 
the business,” Mr. Green told the 
| Tampa Advertising Club yester- 
day. 

“Trickery and the ‘fast buck’ 
philosophy, in too many instances, 
have replaced the old standards of 
honesty and truthfulness and fair 
dealing. Too many young people in 
advertising today are growing up 
in an atmosphere of flim-flam and 
deception. Too many are being led 
to believe that anything is all 
right in advertising if they can get 
away with it.” 


s Mr. Green said that while most 
advertisers and agencies are hon- 
est, and while most media strive 
to keep their columns and time 
segments clean, the few practi- 
tioners who are dishonest “can get 
away with questionable practices 
only when ethical and moral stan- 
dards are lax. 

“And that is the problem Amer- 
ica is faced with today,” he said. 
“Our moral standards are sorely 
in need of adjustment if we are to 
keep from becoming a nation of 
Babylonians and our own house 
from falling down.” 

He described how the Tribune 
and Times screen advertising for 
truthfulness and good taste. One 
example: 

“When a furniture dealer ad- 
vertises a four-piece bedroom 
suite for $99:50 we are’concerned 
only with two factors,” he said. 
“Whether it is in fact a four-piece 
bedroom suite, and whether it is 
in stock and freely available for 
purchase at the advertised price 
and terms. 

“It may be trashy by other 
dealer standards. But there are 
buyers for this class of merchan- 
dise. And so long as it is presented 
for sale for just what it is, no one 
has any right to object. Media 
should step in only when the 
dealer embellishes his offerings 
with false or misleading claims.” 


® He noted that “all of this talk 
about cheating and flim-flammery 
in advertising might lead some to 
think that these practices are the 
rule, rather than the exception, in 
business today. Fortunately for 
business, and particularly for ad- 
vertising, they are not. But the 
lapse in public morals that con- 
dones these practices and permits 
them to go on at all is cause for 
concern and alarm.” # 


Needham, Louis’ Names 
Steinhoff N. Y. Manager 


Needham, Louis & Brorby, Chi- 
cago, has promoted Robert F. 
Steinhoff to manager of its New 
York office ef- 
fective Jan. 1, 
succeeding 
Frederick A. 
‘Mitchell, who 
-has resigned. 

Mr. Steinhoff 
has been a 
member of the 
agency’s ac- 
count staff since 
1951 and also 
was Canadian 
coordinater and 
a member of the 
training committee. He was named 
a vp in 1958. 


; Fa 
ee 


Robert F. Steinhoff 


Morgan Opens Own Offices 

Paul Morgan has opened his own 
agency, Paul Morgan Advertising, 
with offices at 20 N. Wacker Dr., 
Chicago. Mr. Morgan was formerly 
a vp at Armstrong Advertising 
Agency, Chicago, and before that 
was with Buchen Co. 
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Esty Asks Logs | 
in Check on How 
Stations Play Ads 


(Continued from Page 2) 
itself concerning the handling of 
its schedules, sought to determine 
(1) the extent of multiple spot- 
ting and (2) whether or not cli- 
ents are getting proper product 
protection—that is, a minimum 15- 
minute separation from competi- 
tors. 


s A letter from Esty’s chief time 
buyer, Richard C. Grahl, went 
out to station representatives last 
month, asking their cooperation 
in helping to get “copies of the ac- 
tual commercial logs for the week 
of Nov. 1-7 covering the hours of 
6 am. to 6 p.m. for all stations 
carrying schedules for any of our 
clients.” 


® An ApbvertTisinc Ace check of 
reps, some of whom want to be 
nameless in this instance, showed 
this reaction: 


e Ben Holmes, radio vp at Ed- 
ward Petry & Co.—About four or 
five of the 25 stations have re- 
fused to supply the logs, but they 
reassured the agency that they did 
not triple spot and that they do 
live up to the NAB good practices 
code. He pointed out that logs are 
treated as privileged information 
in California. 

Mr. Holmes deplored the need 
for the Esty action, which he 
blamed on the “non-professional 
broadcasters” who have infested 
the business. “It sets too serious 
a precedent,” he said. “We might 
have to do the same for all agen- 
cies; then it would go to tv, too.” 


e Lloyd Venard, president, Ven- 
ard, Rintoul & McConnell—‘Some 
of our stations immediately re- 
plied in the affirmative, but many 
of them feel that if they give an 
affidavit showing Esty accounts 
and Esty competitors’ times, they 
are fulfilling their obligation to 
any single advertiser.” 

In other words, Mr. Venard con- 
sidered it okay to ask for informa- 
tion in periods involving Esty ac- 
counts, but not for the full day. 
He said it would be expensive to 
supply such complete information 
to all clients. 


e M. S. Kellner, radio sales vp, 
Katz Agency—This company ad- 
vised its stations to comply. Re- 
plies have started to come in. Only 
complaint from stations has been 
that it requires the expenditure of 
a lot of time and money. 


e Anonymous agency salesman at 
one of the largest reps—Stations 
have given a variety of answers, 
but there were no flat no’s. Some 
replies came-in for the full day, 
others only for the time blocks 
involving Esty accounts. Esty is 
a good customer, so there is a good 
spirit of cooperation. 


e Anonymous—An unqualified 
yes. Replies from stations have 
come in promptly. “An advertiser 
has a right to know how you han- 
dle him.” This company said it 
would not have advised stations 
end a log for the full day ex- 
cept for the fact that Esty’s busi- 
hess over its stations was spread 
out over the full day; otherwise 
stations would only have sent the 
hours involving Esty clients. # 


Raytheon Unit Names F&SE&R 
Raytheon Co.’s semiconductor 
division has appointed Fuller & 
Smith & Ross, New York, as its 
advertising agency, effective Jan. 
16. F&S&R has been the agency 
for Raytheon’s distributor prod- 
ucts division since last March. 
Donahue & Coe formerly serviced 


the semiconductor division. 


AT CHICAGO'S LARGEST 
with INSURED SAFETY 
} 


‘\\ 


MADISON «o) CLARBORN 


INTEREST PRODUCER—First Federal Savings & Loan Assn. of Chicago 

is using 800 poster panels covering the Chicago metropolitan mar- 

ket during December and January via General Outdoor Advertising 

Co. to promote its new interest rate. Manchester & Kreer, Chicago, 
is the agency. 


Department Store Sales... 


Sales Rise 2% in Week Ending Dec. 5 


WASHINGTON, Dec. 10—Depart- 
ment store sales across the U.S. in 
the week ended Dec. 5 were 2% 
ahead of sales for the similar week 
of 1958, the Federal Reserve Board 
reported today. 

Sales for the four weeks ending 
that date were 4% ahead and for 
the year to that date they were 7% 
ahead. 


s Of the 12 FRB districts, five re- 
ported gains: Boston, New York 
and Cleveland each 4%; Atlanta, 
7%, and Dallas, 3%. Four districts 
reported no change: Philadelphia, 
Chicago, Minneapolis and San 
Francisco. The rest reported losses: 
Richmond, 4%; St. Louis, 2%, and 
Kansas City, 3%. 

A breakdown of these sales will 
be available next week. For the 
previous two weeks sales were as 
follows: 


% change from ‘58 
Week ending 


Federal Reserve District, Nov. Nov. 
Area, and City 21 28 
UNITED STATES  ......ccccccecee +8 + 3 
Boston District ...........0c0000 + 9 —4 
Metropolitan Areas 
SUED. bismuastvuniilin sbiaasccsateniiieceen +10 —2 


Downtown Boston .. 


Suburban Boston . . +12 —3 
Cambridge _.............. . +22 —9 
Quincy ........... +23 —10 
RTE  chinicietannisepreeesnerenisosnenee +2 —15 
City 
IE) etninrenriscssinncconenin’ +7 —4 
New York District ................. + 8 +4 
Metropolitan Areas 
BIE Siaiithabiticbrvtconiniacereopreeees +7 +7 
New York—N.E. 
NOW JOreey  ...cccccccccssesseseenes +8 +4 
Newark ........... +4 —3 
New York +3 —1 
Rochester . . r+10 + 4 
Syracuse .... . +1 —3 
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8 Carolina Dailies 
Set Package Offer 
to National Accounts 


CHARLOTTE, Dec. 8—A group of 
eight afternoon dailies in the Pied- 
mont Mountain area have joined 
to offer national advertisers a 
package rate. 

The newspapers—dubbed the 
Piedmont P. M. package—are the 
Gastonia Gazette, Hickory Record, 
Salisbury Post, Kannapolis Inde- 
pendent, Concord Tribune, Shelby 
Star and Statesville Record, all in 
North Carolina, and the Rock Hill 
Herald in South Carolina. 

The newspapers offer national 
advertisers a combined circulation 
of 120,000 at a discount of 20% 
from the 90¢-per-line aggregate 
rate, or 72¢ for the package. + 


Four Sign for Phillies 

Radio and television broadcasts 
of the Philadelphia Phillies base- 
ball games in 1960 again will be 
co-sponsored by Atlantic Refining 
Co. (N. W. Ayer & Son), Ballantine 
beer (William Esty Co.), Phillies 
cigars (Wermen & Schorr) and 
Tastykake (Aitkin-Kynett Co.). 
The Phillies will telecast 61 games 
over WFIL-TV, including 14 night 
games. The entire 154 game sched- 


6 ule, plus 20 pre-season games, will 


receive radio coverage on WFIL. 
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Little Change at 


CBS-TV Seen as 
Aubrey Steps Up 


(Continued from Page 3) 
Mr. Cowan, until he became ill, had 
been expected to appear as a wit- 
ness at the quiz hearings of the 
House legislative oversight com- 
mittee. 

Mr. Cowan, who has denied that 
he ever had anything to do with 
rigging a quiz show, charged in his 
letter that he in effect was being 
forced out because of his associa- 
tion with quiz shows. He refused 
to go along with a joint statement 
attributing his resignation to ill 
health. Mr. Cowan, who plans to 
lecture and write, said his health 
now is excellent. On the quiz issue, 
he wrote: 

“I have asked you explicitly 
whether the real reason you did not 
want me as president of the CBS- 
TV network is that at this particu- 
lar moment, you do not want a man 
who has had an association with 
quiz shows, even though his associ- 
ation was completely honest and 


. honorable. But you have told me 


emphatically that this is not the 


— 7) reason for your desiring my resig- 


nation.” 

Mr. Cowan wrote that he was 
leaving because Mr. Stanton had 
“made it impossible” for him to 
continue as president of the net- 
work. 


a Mr. Stanton’s letter expressed 
sorrow and shock over the Cowan 
letter, which, he said, attributed to 
him “motives with no basis in fact 
whatsoever.” But he admitted he 
had tried to get Mr. Cowan to re- 
sign because (1) “your talents and 
proven abilities are many indeed, 
but as you yourself have said many 
times, administration is not your 
forte,” and (2) “my concern over 
possible effects upon your health of 
assuming such new and strenuous 
burdens. . .” 

Mr. Stanton also wrote that Mr. 
Cowan had indicated his desire 
to give up his office by the end of 
this year, or by June, 1960, at the 
latest. To have Mr. Cowan return 
and then leave again within six 
months would be upsetting to the 
organization at the most critical 
time in the history of CBS-TV, Mr. 
Stanton’s letter indicated. + 


Rockford Dailies Name 
Herzog, Crouch, Salisbury 

The Morning Star and Register- 
Republic, Rockford, Ill., have ap- 
pointed two assistant retail adver- 
tising managers and an assistant 
manager of general advertising. 

J. Lawrence Herzog, a member 
of the retail advertising depart- 
ment since 1922, and W. W. Crouch, 
former national advertising man- 
ager of the Beacon-News, Aurora, 
Ill., were appointed assistant retail 
advertising managers and David 
W. Salisbury, formerly sales man- 
ager of WROK, owned by the 
newspapers, returns to the news- 
paper as assistant to the manager 
of general advertising. Joseph B. 
Kirby, formerly station manager 
of WKRS, Waukegan, IIl., succeeds 
Mr. Salisbury as sales manager of 
WROK. 


Joshua Powers Links Up 
With German’s Gunter Wolff 
Joshua B. Powers Inc., New 
York, and its London affiliate, 
Joshua B. Powers Ltd., have en- 
tered into an association with Dr. 
Gunter Wolff & Co. of Hamburg, 
Germany. All three organizations 
represent foreign magazines and 
newspapers in their respective 
countries. They will now offer 
publishers “joint advertising rep- 
resentation in the three greatest 
exporting countries of the world.” 


Daytime TV Doomed, 
Critic Forecasts; 
Bernstein Raps FCC 


(Continued from Page 2) 
predicted that tv would suffer 
the same slump in interest which 
plagued the motion picture in- 
dustry. 

He blasted. the Federal Com- 
munications Commission and the 
Federal Trade Commission for 
failing to carry out their duties or 
to take action until “someone blew 
the whistle.” 


= The FCC also was rapped by 
S. R. Bernstein, editorial director 
of ADVERTISING AGE, who charged 
that the government body “has 
not exercised its functions un- 
der law.” He also pointed out that 
FCC has never revoked the license 
of a station. 

Mr. Bernstein also said he was 
convinced that advertisers and 
agencies could not tell the pro- 
ducers of a successful and highly 
rated tv show how to run their 
show. 

He also maintained that con- 
trary to popular opinion, adver- 
tisers and broadcasters are not 
trying to force upon the public pro- 
grams they don’t like. 


a “It seems to me more than a 
little strange that so many other- 
wise rational people somehow 
think advertisers and advertising 
agencies have some _ unyielding 
desire to present programs—and 
commercials—that no one likes; 
that they are actually engaged in 
a conspiracy now to stuff horse 
operas down the public gullet, as 
they stuffed soap operas down 
that same gullet in the halcyon 
days of radio,” he said. 

“All they want is to give the 
public what it wants, and thereby 
to assemble the biggest possible 
audience at the lowest possible 
cost,” Mr. Bernstein said. “With 
equal lack of taste or prejudice, 
they are perfectly willing to spon- 
sor soap operas or horse operas 
or grand operas—all they want 
is listeners or viewers, in large 
quantities, who will also pay some 
attention, preferably favorable, to 
their commercial messages.” + 


Newspaper R.O.P. 
Color in October 
Was Up 20.9%: Hoe 


NEw YorkK, Dec. 9—Newspaper 
r.o.p. color in October totaled 16,- 
128,931 lines, up 20.9% over lin- 
age for the same month in 1958, 
according to the report on r.o.p. 
color issued by R. Hoe & Co. Linage 
for the first ten months of 1959 to- 
taled 123,705,966 lines, a 24.9% gain 
over the like period in 1958. 

Biggest users of r.o.p. color in 
October were Salem _ cigarets 
(684,410 lines); Florida frozen or- 
ange juice (450,501); One-a-Day 
vitamins (377,614); Ford Motor 
Co. (294,469), and Eastern Airlines 
(228,121). 

In classifications, gasolines and 
oils were biggest users of news- 
paper color, followed by cigarets, 
dairy products, passenger cars and 
baking products. 

The color report is based on a 
Media Records check of 400 news- 
papers in 130 cities. # 


N. Y. Central Boosts Eisenhauer 

Robert S. Eisenhauer has been 
named director of public relations 
and advertising for the New York 
Central Railroad. He was previ- 
ously public relations director, 
and the two departments have 
now been consolidated, following 
the resignation of Clifford H. 
Ramsdell as director of advertis- 
ing to become vp of Thomas J. 
Deegan Inc., New York, public re- 


lations organization. 
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No Yule Drive 
for Ocean Spray 


Hanson, Mass., Dec. 11—Ocean | 


Spray Cranberries Inc., the coop- 
erative that markets about 75% 
of the nation’s cranberry crop, has| 
given up plans for a special ad) 
campaign it had prepared, promot- 
ing Christmas sales. 

The drive, which would have run 
mostly in newspapers, was aban-| 
doned in the absence of a hoped-| 
for clean bill of health from the)! 
Food & Drug Administration for ail 
cranberries in the market. This 
over-all clearance was to have been 
the campaign’s focal point. 


s But the already scheduled regu- | 
lar campaign of color ads in six| 
consumer magazines will go on, ac- 
cording to H. Drew Flegal, ad di-| 
rector of Ocean Spray. These mag- 
azines are American Home, Better | 
Homes & Gardens, Good House- | 
keeping, Ladies’ Home Journal, | 
McCall’s and Sunset Magazine. The 
campaign promotes Ocean Spray | 
cranberries as “the natural mate 
for every meat.” 

Batten, Barton, Durstine & Os- 
born, New York, handles Ocean | 
Spray, which was called National | 
Cranberry Assn. until it changed 
its name last summer (AA, Aug. 
31). 


e What the cranberry industry 
suffered in a seven-day period pre- 
ceding Thanksgiving was a sales 
drop of 79%, according to Food 
Field Reporter. 

Citing records of Market Re- 
search Corp. of America, the gro- 
cery trade weekly reports that for 
the Nov. 15-21 period, Ocean Spray 
canned sauce sales dropped from 
411,000 cases moved in 1958 to 91,- 
000 cases in 1959, a loss of 77%. 

All other cranberry labels were 
hit even harder: 24,000 cases sold 
in the seven-day period in 1959 
compared with 123,000 cases in 
1958, a loss of 81%. For the whole 
processed cranberry industry these 
losses average 79%. 

Fresh cranberries were the hard- 
est hit—from 212,000 cases moved 
in 1958 to 37,000 in 1959, an 83% 
drop—FFR says. 

And these losses occurred in a 
year when the growers produced 
a record 1,249,000 bbls. of cranber- 
ries, 100,000 more than the 1958 
production, the publication notes. 


@ Lawrence Proesch, marketing 
director for Ocean Spray, believes 
the cranberry market will return 
to normal as soon as consumer con- 
fidence is restored. But right now, 
he says, a great many people are 
very confused about the safety 
angle. To help find out exactly 
what steps are needed to restore 
this confidence, Ocean Spray is 
now carrying out a Trendex tele- 
phone survey of consumers who 
are being asked if they had cran- 
berries for Thanksgiving, and if not 
why not. Surveyors are directly 
asking respondents what is needed 
to restore confidence. 

Preliminary results from 1,019 
calls throughout the country: 64% 
would be satisfied with a statement 
of assurance from federal food and 
drug authorities, 46% would be 
satisfied with assurances by prom- 
inent medical authorities and 34% 
wanted labels or stamps of clear- 
ance on each container of cran- 
berries. # 


Marchant Promotes Koepenick 

Ward J. Koepenick, formerly 
national sales manager of the Mar- 
chant calculator division of Smith- 
Corona Marchant, Oakland, Cal., 
has been appointed general sales 
manager of the division. He’ll be 
in charge of all marketing opera- 
tions for calculators and adding 


machines throughout the country. 


| Last Minute News Flashes 


‘Mobil Ponders F&S&R Solicitation 


New York, Dec. 11—Mobil Oil Co., which invested about $9,000,000 
|in advertising last year, has seen a presentation by Stromberger, La- 
| vene, McKenzie, Los Angeles, which has merged with Fuller & Smith 
& Ross (AA, Dec. 7). Mobil’s advertising is with Compton Advertising; 
Stromberger handled a Mobil affiliate, General Petroleum Corp. 
(billing about $1,250,000). General’s operations have been moving 
recently into the parent company, and those of another affiliate, Mag- 
nolia Petroleum, already have been absorbed. Compton now also 
handles most of Magnolia. Mobil said today it would “have to study 
the Fuller & Smith & Ross presentation” before deciding whether it or 
Compton will handle the entire account, which billed $11,746,000 in 
1958. 


Woodbridge Leaves D-F-S, Takes Guild, Bascom Post 


San Francisco, Dec. 11—William W. Woodbridge has joined Guild, 
Bascom & Bonfigli as assistant to Walter Guild, president. He formerly 
was vp and account supervisor on Liggett & Myers at Dancer-Fitzger- 
ald-Sample, New York. 


Honig-Cooper and Leslie Salt Will Part Company 

San FrRANcIsSCcOo, Dec. 11—Honig-Cooper, Harrington & Miner will not 
serve as agency for Leslie Salt Co. after Jan. 1. The account bills about 
$275,000, most of which is spent in network and spot tv. 


Salada-Junket Marketing Lineup Changes 


Wosurn, MaAss., Dec. 11—Salada-Shirriff-Horsey has rearranged its 
marketing lineup in its Salada-Junket division. Robert L. Larsen, for- 
mer national sales manager, has been appointed marketing manager 
for Salada tea, succeeding John G. Colpitts, who becomes associate di- 
rector of purchases for the division. Succeeding Mr. Larsen in the sales 
spot is Conrad W. Lundell, former regional manager and assistant sales 
manager. 


Air France Schedules Biggest Drive for 1960 


New York, Dec. 11—Air France, which will begin jet service across 
the Atlantic on Jan. 25, has scheduled the largest advertising campaign 
in its history for 1960. The drive will kick off with a three-page four- 
color gatefold in the January Holiday, followed by spreads and b&w 
pages in 11 magazines, full pages and smaller-size ads in 30 newspapers, 
a spot radio schedule and use of selected outdoor sites. Batten, Barton, 
Durstine & Osborn is the agency. 


Nestle May Buy Crosse & Blackwell in Britain 


Lonpon, Dec. 11—The giant Nestle Co. of Switzerland was reported 
today to have bid $28,000,000 for control of Crosse & Blackwell, one of 
Britain’s largest food marketers. The move follows entry of Campbell 
Soup into the British market. Crosse & Blackwell holds about one-third 
of the British soup market and sells a wide variety of packaged goods. 


‘Sorry, Bad Timing,’ Burnett Tells MPA 


NEw York, Dec. 11—Leo Burnett, who last week tossed rocks at U. S. 
magazines (AA, Dec. 7), has tendered “a big, fat apology” to the 
Magazine Publishers Assn. “for making these remarks on an inappropri- 
ate occasion.” He told the MPA that the “intent” of his speech was 
missed; that he wished to underscore “a new, broader opportunity for 
magazines.” He added that magazines of “excellence” should “go un- 
touched by my remarks” while others should be “stirred to do some- 
thing” about correcting alleged malpractices. 


Bohn Duplicator Names Sudler; Other Late News 
e Bohn Duplicator Co., New York, has moved its account from Doug- 


las D. Simon Advertising to Sudler & Hennessey. The account repre- 
sents about $150,000 in billings. 


e William Cummings has been named advertising manager of the Syl- 
vania photolamps division of Sylvania Electric Products Inc. He was 
formerly assistant to his predecessor, Edward L. Slater, who was ap- 
pointed assistant director of advertising in the parent company. 


e Cockfield, Brown & Co., Montreal, has been awarded the Trans- 
Canada Telephone System account, replacing McKim Advertising. 


e The Western Conference (Big 10), midwest collegiate athletic group, 
has informed Miles Laboratories, Elkhart, Ind., that it is “interested” in 
Miles’ $3,000,000 offer of a three-year tv contract, but that final action 
will be put off until after the National Collegiate Athletic Assn. meet- 
ing in January. Miles offered $1,000,000 per year for rights to televise 
nine Big 10 football games, 13 or more basketball games, plus other 
sports events. Present rules of the NCAA would not permit the Big 10 
to contract for such extensive tv coverage of football games. 


e W. Sheinker & Son, Woodside, N. Y., maker of Holland House cock- 
tail mixes, now nationally distributed, will increase its 1960 ad budget 
$100,000 and will add 33 daily newspapers to its current list of 67, and 
four magazines to its current list of seven. Erwin Wasey, Ruthrauff & 
Ryan is the agency. 


e Stanley A. Bogan has resigned as an account supervisor at Batten, 
Barton, Durstine & Osborn, New York, to become a vp and account 
supervisor at Ted Bates & Co., New York, effective Jan. 1. 


e The Gazette & Daily, York, Pa. will no longer accept tobacco 
advertising, and said its decision follows the published statement by 
Dr. Leroy E. Burney, U.S. surgeon general, that smoking is related to 
jung cancer (AA, Nov. 30). “The policy change was made for the same 
reason that we have not accepted liquor or patent medicine advertising 
for more than 40 years,” said Gilbert A. Deitz, advertising manager. 


“We don’t want to be morally responsible for urging readers to use 
products which are harmful.” 


e Sun Oil Co. Ltd., Toronto, will announce its agency appointment on 
Monday (Dec. 14). The four finalists, ApverTisiInc Ace learned, are 
Tandy-Richards Advertising (the present agency), Hayhurst Co., 


Baker Advertising Agency and Spitzer & Mills. The account bills about 
$450,000 annually. 


e Fred R. Hansen and William Quigley Jr. have joined the media de- 
partment of Foote, Cone & Belding, Chicago. Mr. Hansen, formerly me- 
dia director of Aubrey, Finlay, Marley & Hodgson, Chicago, will be a 


media supervisor. Mr. Quigley, named to the media staff, was with 
W. A. Alexander & Co., Chicago insurance company. 


states in part: 

“The smoke’s out, and the fla- 
vor’s in, when you use Wesson. 
| Wesson the fighter against choles- 
| terol. So for the tastiest foods with 
your heart in mind, when you reach 


FDA Warns on 
Cholesterol Ads; 


Companies Demur 


(Continued from Page 1) 
was one of two major actions an- 
nounced by the Department of 
Health, Education & Welfare in the 
food field today. 

In addition to the action on 
|cholesterol, Health Education & 
Welfare Secretary Arthur Flem-| 
ming also announced this after- | 
noon that the department has ar- | 
ranged to eliminate the use of the | 
female sex hormone Stilbestrol for | 
| fattening poultry. 

Hints of an action on Stilbestrol 
have been circulating during the 
|past week, after Food & Drug| 
| Commissioner George Larrick con- 
firmed that his agency is convinced 
|that there are instances where 
consumption of animals which 


have been fattened with the prod- | 


j}uct could cause breast cancer in 
males. 

At a press conference today, 
Secretary Flemming discussed a 
series of steps to deal with the 
Stilbestrol problem without upset- 
ting the poultry market. 


# Commissioner Larrick has com- 
mented recently that his agency 
has been concerned about “health” 
claims for food products like salad 
dressings (“In Washington,” AA, 
Nov. 30). 

“Because of the widespread in- 
terest in possible relationships be- 
tween blood cholesterol levels and 
heart and artery diseases,” Com- 
missioner Larrick said, “reference 
to the term ‘cholesterol’ in the 
labeling of common foods now be- 
jing offered to the public may have 
the effect of a claim of special val- 
ue for preventing or treating these 
diseases, and be misleading.” 

FDA takes the position that nu- 
tritional scientists feel it is im- 
practicable for a person to add 
enough unsaturated fats to an oth- 
erwise unchanged diet to bring 
about any significant change in 
blood cholesterol. Increased weight, 
it adds, is the only result that is 
likely to be achieved by increasing 
the total intake of fats. 


s Wesson Oil & Snowdrift Sales 
Corp., New Orleans, said the “FDA 
statement does not bear on Wes- 
son’s advertising policy in any way. 
Wesson’s advertising has at all 
times been based entirely on ex- 
tensive medical research and com- 
petent medical authority.” 

The company’s statement to the 
press maintained that the Wesson 
position on cholesterol in the diet is 
fully supported by the published 
findings of several eminent medi- 
cal authorities. It listed five such 
authorities. 

“Wesson’s advertising,” the press 
release stated, “has consistently 
emphasized this replacement con- 
cept of substituting a polyunsatur- 
ated fat for a saturated fat and at 
no time has advocated the increase 
of total fat intake.” 

Wesson’s current advertising, 
placed through Fitzgerald Adver- 
tising, makes its major appeal to 
people who are worried about cor- 
onary heart disease and want to 
protect their health. The magazine 
copy in the December Good House- 
keeping advised: “Polyunsaturated 
Wesson—when used instead of sol- 
id fats—helps cut down cholesterol, 
a suspect in coronary heart dis- 
ease.” The cholesterol claim also is 
headlined. 


s The health scare approach has 
been used for some time in the tv 
commercials, which bear down 
heavily on the shortcomings of the 
competition. A schedule has been 
running on NBC-TV’s “Today” and 
“Jack Paar Show.” The tv copy 


for the skillet, reach for the Wesson 
and fry the unsaturated Wesson 
way. Wesson the fighter against 
cholesterol.” 


# Corn Products Co., New York, 
manufacturer of Mazola oil and 
Cornette margarine, told ApVERTIS- 
ING AGE today that in compliance 
with the FDA policy statement, its 
future advertising will omit all 
reference to atherosclerosis, coro- 
nary disorders or cholesterol. 

The company also issued a two- 
page statement in which it main- 
tained that “research results are 
definitely in favor of the beneficial 
effects of unsaturated fats in the 
diet, and that the public should be 
made aware of this evidence.” 

The statement also noted that the 
company had refrained from mak- 
ing any references to cholesterol in 
its advertising until “we believed 
results were well substantiated.” 
Part of such substantiation came 
from the government itself—from 
a bulletin published in 1957 by the 
Department of Health, Education & 
Welfare through the U. S. public 
health service. 

The booklet, titled “The Food 
You Eat & Heart Disease,” makes 
“some very positive statements re- 
lating to cholesterol levels, and un- 
saturated fats,” Corn Products said, 
including such statements as, “Di- 
ets which restrict cholesterol auto- 
matically restrict many of the sat- 
urated fats which raise cholesterol 
levels,” 


® Corn Products also noted that 
there is a strong public demand for 
products reducing blood cholester- 
ol, and that the National Research 
Council had even called for such 
developments. As a result, the com- 
pany brought out its new Cornette 
margarine, which until now has 
been advertised in test markets 
with the slogan “fights cholesterol 
buildup.” 

Recent Mazola ads have been 
headlined, “Science finds corn oil 
important to health.” The copy has 
said in part: “Scientific studies 
continue to show that Mazola corn 
oil lowers the cholesterol levels 
in the blood stream... considered 
important in both the prevention 
and treatment of heart disease. 
Because Mazola is unsaturated, 
not hydrogenated, many doctors 
recommend that it be included in 
our daily meals...replacing one- 
third to one-half of the fats we 
now eat.” 

Lennen & Newell is the agency 
for both Mazola and Cornette. 


s J. H. Filbert Inc., Baltimore, 
which has been discussing the 
cholesterol subject in its ads for 
Mrs. Filbert’s margarine, expects 
to continue its campaign as is. The 
company feels that the “reason- 
able and temperate position” tak- 
en in its ads is the same as that 
of the FDA, and that the FDA 
statement backs Filbert’s position. 

The Filbert ads are headlined: 
“Mrs. Filbert’s margarine and 
your family’s health.” The copy 
includes: “Today there are facts 
you should know about Mrs. Fil- 
bert’s and your family’s health. 
Much is being written about fats 
in food. Some claim that saturated 
animal fats build up cholesterol in 
the blood, while unsaturated veg- 
etable oils may help reduce cho- 
lesterol. Since evidence is still in- 
conclusive, your doctor is the one 
to advise you about fats, choles- 
terol, and your diet. 

“However, you should know 


that Mrs. Filbert’s margarine is 
made from the finest domestic 
vegetable oils, which contain no 
cholesterol and are over 85% un- 
saturated.” 

Young & Rubicam, TMew York, 


is the agency. # 
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The Advertising Market Place 


Advertising Age, December 14, 1959 


Rates: $1.25 per line, minimum charge $5.00. Cash wit. 
(maximum—two) 30 letters and spaces per line; upper 


urder. Figure all cap lines 
& lower case 40 per line. 


Add two lines for box number. Closing deadline: Copy in written form in Chicago 
office not later than noon, Wednesday 5 days preceding publication date. Pacific 


Coast Representative (Classified only): 
Ave., Los Angeles, 8. Axminster 2-0287. 
7 days preceding publication date. Display classified takes card rate 


Classified Departments, Inc., 4041 Marlton 


Closing deadline Los Angeles: Monday noon, 


of $18.75 per 


column inch, and card discounts on size and frequency apply. 


AVERAGE PAID CIRCULATION FOR 6 MONTHS ENDING JUNE 30,1959 47, G44 


HELP WANTED 


HELP WANTED 


POSITIONS WANTED 


REPRESENTATIVES WANTED 


REPRESENTATIVES AVAILABLE 


PHOTOENGRAVING SALESMAN, Out- 
of-town plant doing top. quality, black- 
white and color seeks New York Sales- 
man. Replies confidential. 

Box 3128, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


ACCOUNT—NEW BUSINESS MAN 
Fast-growing 6 year old Akron, Ohio ad 
agency looking for a combination new 
business and account contact man. Must 
have sound knowledge of advertising 
and sales promotion, be able to write 
some copy. Salary plus bonus arrange- 
ment. Send complete resume. All replies 
in confidence 

Box 3177, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Illinois 


industrial client experience with twenty- 
five year old Midwest Agency. Must be 
able to write effective copy. Broadcast 
media or film production knowledge 
helpful. Salary open plus attractive prof- 
it-sharing plan. Send complete resume, 
salary requirements and recent photo to 

Box 3161, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Mlinois 

CREATIVE OPPORTUNITY 

FEATURE WRITER—EDITOR wanted by 
top trade magazine. Requirements: (1) 
male; (2) under 35; (3) prolific self-start- 
ing writer; (4) willing to relocate in 
Madison, Wisconsin. Potential unlimited, 
starting salary good. A nice shop. Send 
resume, photo, and salary requirements 

Box 3184, ADVERTISING AGE 
200 E. Ulinois St., Chicago 11, Illinois 
SPACE SALESMAN~—wanted for Nation- 
al Real Estate monthly magazine. Major 
cities and states open. Write NATIONAL 
REAL ESTATE INVESTOR, 1472 Broad- 
way, New York 36, N.Y. 
ARTIST—Challienging opportunity for 
ambitious, versatile, creative artist. Well 
established, “one-man” agency. 

The Studio Advertising Workshop 

Bloomington, Ilinois 


MOLENE PERSONNEL SERVICE 


ED hiniéaeiinanciecont editors 
advg. managers sot COpywriters 
artists media production sales 
“All is grist which comes to our mill” 


ANdover 3-4424, 105 W. Adams St. Chgo 3% 


ADVERTISING GIRL FRIDAY 
Accurate, industrious, smart, willing 
worker needed in successful expanding 
aegncy. Call DEarborn 2-5670. (Chicago) 


UNUSUAL OPPORTUNITY. Leading food 
trade publication in field. Need sales 
manager for new retail edition, must 
ag retail food trade paper background. 
rite 

Box 3203, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
Wanted: trade paper advertising space 
salesman. Young. Some selling back- 
ground or advertising experience pre- 
ferred. Headquarters in large southwest 
city. Salary Good opportunity with 
publication of high prestige and indus- 
try acceptance 

Box 3204, ADVERTISING AGE 


200 E. Mlinois St., Chicago 11, Illinois 


EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
49 E. Ohio St., Chicago, SU 17-2255 


MR. COPYWRITER ... 
... if you can create exciting, effec- 
tive advertising (writing circulars, house 


organs, and sales bulletins), you are 
invited to investigate an opening with 
LOOK Magazine's Subscription Division 
in Des Moines, lowa 

The work is pleasant, the pay good, 
the future excellent—and there’s no 
commuting. (You would probably live 
about 10 minutes from the office in a 
home surrounded by trees, grass, and 


genuine fresh air.) 

If you are interested, let us know what 
you can do and what your salary re- 
quirements would be. Write Promotion 
Manager, LOOK, Des Moines 4, Iowa. 


COPY LAYOUT—Man or Woman 
We have an opening on the staff of 
an old established building trade paper 
for an associate editor, with experience 
on newspapers, trade papers or adver- 
tising agencies. Prefer applicants from 
Central States, single and under 35. In- 
clude academic standing, with detailed 
record of prior employment and salaries, 
and include a picture. 

Box 3295, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

ADVERTISING SPACE SALESMAN 
CLEVELAND BASED 

Publisher of two leading industrial pub- 
lications in growing markets seeks man 
between 30 and 45 to cover territory out 
of Cleveland office. Send complete re- 
sume—strictly confidential. Our em- 
ployees know of this advertisement. 

Box 3206, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

CREATIVE LAYOUT ARTIST 
Indiana advertising agency has opening 
for experienced creative layout artist 
with the ability to work with copy 
dept., account men, render rough and 
semi comps. Send complete resume out- 
lining background, experience and salary 
required 

Box 3207, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


OPPORTUNITY FOR GOOD WRITER 
For a copywriter who has done success- 


ful trade and promotional direct mail 
campaigns, and who has written some 
national—there is an opportunity to 


assist copy chief on accounts that are 
leaders in their fields. Agency has high 
creative standards. Midwest location. 
Write giving details and attach one proof 
that is typical of your writing. Our 
people know of this. 
Box 3208, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
YOUNG ACCOUNT EXECUTIVE 
Small, well established ad agency seeks 
alert, young go-getter to do copy-con- 
tact work on existing accounts. Some 


PR. Wonderful opportunity. Send _ re- 
sume, salary requirements. 

Box 3218, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, MIlinois 


POSITIONS WANTED 


SHARPEST GAL COPYWRITER 
in Chicago is moving to N.Y. Strong 
background in print and broadcast media, 
both consumer and industrial accounts. 
A look at some samples tells more than 
any y copy. 
ox 3219, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Young aggressive organization wanted 
by established merchandising trade mag- 
azine for Middle West territory. Current 
billing about $75,000. Please give details 
as to staff and publications now repre- 
sented. 
Box 3200, ADVERTISING AGE 

630 Third Ave., New York 17, New York 


Capable of running my own dept., I'm 
not remotely interested in being assist- 
ant anything. Want promotion-ad-PR 
job with growing firm. Experience: 
agency copy-creative-account; PR; edit- 
ing; photography. Now promotion mgr. 
Age 39; college graduate, married. 
Box 3210, ADVERTISING AGE 
4041 Mariton Ave., Los Angeles 8, Calif. 


ARTIST—LAYOUT & DESIGN 
Top man available for art directorship 
or strengthening of layout dept. Ex- 
Eepenese in all media. Versatile. Early 


8. 
Box 3211, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
TO AN ADVERTISING AGENCY 
LOOKING FOR A REAL BARGAIN 
I'm a talented beginner who wants to 
learn the advertising business. A_ well 
rounded beginning in sales promotions, 
premium merchandising and client con- 
tact. My price is modest; see if you 
don't agree. 
Box 3212, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ART DIRECTOR 
The thinking man's kind—with a work- 
ing man’s habits. Prefers Chicago area. 
Box 3213, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
AGENCY OR ADVERTISER, 
INDUSTRIAL 
Excellent background 


in sales promo- 


tion and advertising at mfr. level. Ex- 
perienced in work on all phases of 
advtg. and promotion, incl. space, p-o-p, 
print, production, copy, conventions, 


sales meetings. Young. enthusiastic 
Box 3214, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


ADV.—SALES PROMOTION MANAGER 
Scheherazade took 1,001 nites. Creative 
executive-copy talent must sell you with 
one letter! Challenge? 9151 Angell St.. 
Downey, Calif., or Call TOpaz 1-1825. 


Long-established publisher has openings 

for representatives of industrial journals 

with extensive worldwide circulation in 

petroleum and mining industries. 
Box 3198, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


REPRESENTATIVES WANTED. Major 
cities and states open for Real Estate 
Monthly Magazine. Write National Real 
Estate Investor, 1472 Broadway, New 
York 36, N.Y. 


ART STUDIO SALES REPRESENTATIVE 
Must have Chicago experience and abili- 
ty to contact first line accounts. Knowl- 
edge of good design required. Apply 
only if you can justify a draw of $200 
per week or more with immediate sales 
results. Good future for executive level 
producer. Phone for appointment WH 4- 
7164 ASTROGRAPHICS, INC. E. 
OHIO 

Up and Coming Publication reaching a se- 
lect Consumer Market in New York City 
Looking for a Live-Wire Rep Organization. 
Write full details. 

Box 3220, ADVERTISING AGE 
630 Third Avenue, New York 17, N. Y. 


COPYWRITER 


- SENIOR - 
Expert in consumer copy or direct 
mail, but will be glad to talk to 
tech writer or even poets—creative 
with drive & discipline. 


EXPERIENCE MUST JUSTIFY 
000 TO 


$6, 8, 
Suburban NYC .. .. Send resume. 


BOX 839, ADVERTISING AGE 
630 Third Ave., New York 17, N. Y. 


Our 48th Year 
MKTG. & MERCHANDISING 
EXEC., packaging. Exper. de- 
veloping & executing total 
mktg. plans. Some packaging 
sales exp. desirable. New-prod- 


uct exper te $25M 
COPY, industrial, some Bus. 

Week-type institutional. Typi- 

cal industrial copy won't do 15-17M 


AE, industrial. Can be older 


man if as good as 12-14M 


GLADER CORPORATION 


Don Harris, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 


HIGHLY CREATIVE A.D. AVAILABLE 

Seasoned pro, experienced in all media 

with top agency. Seeks new challenge 

and growth opportunity with agency 

that needs tops in Art Direction. 
Box 3209, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


Reading this ad are 


FACTS. 


the examples: 


every Tom, Dick and Harry? 


getting new prospects? 


own boss? 


tion, of course. 


WE’LL MAKE A CLEAN BREAST OF IT!! 


the New York area who, like yourself, 
want to find a better opportunity. Of this 
number, half might be interested in sell- 
ing insurance, if they knew ALL THE 


We've asked our associates (including 3 
former Ad Agency executives) what ques- | 
tions were on their minds when they were 
looking for their jobs. Here are some of 


Isn't the insurance sales field tremendously overcrowded with 


How much can I earn? How long will it take? What are the 
commission renewals I've heard about? 


What chance for advancement will I have within the organiza- 
tion? Whom do I sell after my relatives? How do I go about 
Is it true that the hours are longer than other businesses? Is it 
true many evenings are spent in acquiring new business? 


Does life underwriting really give one the sense of being his 


I'm over age 35. Isn't it too late to train me for insurance sales? 


Give us 30 minutes of your time and we'll 
answer all your questions and more. Isn’t 
it worth a phone call to find out the facts? 
We promise that you’ll be better informed 
about the insurance industry. No obliga- 


CALL JACK MARSICANO AT TR 5-4675 


hundreds of men in 


DIRECT MAIL DIRECTOR 


Midwestern publisher of periodicals 
used in Catholic schools is looking 
for direct mail department head. 
Must be a good copywriter as well 
as production man. Prefer 35-40 age 
level. Five figure salary open. Bonus, 
insurance. Tell us about yourself 
and include samples of your work 
(returnable). If you sound interest- 
ing, we'll send you a plane ticket for 
an interview. Moving expenses of 
successful applicant will be paid. 
Box 838, ADVERTISING AGE, 200 
E. Illinois, Chicago 11, Illinois. 


ADVERTISING & MARKETING 
EXECUTIVES 


America’s most personalized and confi- 
dential EXECUTIVE MANPOWER MART has 
been invited to fill the following Midwest 
and Eastern availabilities: 

MARKET RESEARCH DIRECTOR .. $25,000 
Top-drawer experience in all research 
areas and ability to present ideas in a 
creative manner. 

MARKET RESEARCH DIRECTOR .. $20,000 
Solid background in retail soft & hard 


lines. 

MARKET RESEARCH DIRECTOR .. .$12,500 
Background in power lawn mowers, farm 
equipment or related hard lines. 
MARKET RESEARCH ANALYST ... $10,000 
Background in food or related products. 
ADVERTISING MANAGER ...... J 
All-around background in department store 


lated products. 
ACCOUNT SUPERVISOR ......... 25,000 
Heavy history in beer or packaged food. 
ACCOUNT EXECUTIVE to $15,000 
Product exposure in major appliances, 
plus background in merchandising, sales 
training & sales promotion phases. 

ACCOUNT EXECUTIVES 


trial products. 
If qualified and interested, contact me in 
complete confidence. 

GEORGE E. PYLKAS 
Executive Advertising Consultant 
CADILLAC ASSOCIATES, INC. 

29 E. Madison Bidg., Chicago 2, Fi 6-9400 


ADVERTISING 
MANAGER 


Expanding Midwest company needs 
an advertising manager, preferably 
with outdoor advertising experience, 
who has a good formal education 
and ability to handle men and be a 
closer. Company offers opportunity 
at top management policy making 
level. Prefer age under 45. Will start 
at $10,000 to $12,000 with profit 
sharing. 

Send complete resume to: 


Mr. Coughlin 


a kk ac 


401 Mobil Oil Building 
AMAL ih 2, AAL s, 


EASTERN AREA SPACE REP. 
10 Yrs Advg Sales Exp 7 Yrs Sales 
Mgmt Earning Five Figures—Interested 
In Representing Top Publication. 
ox 3215, ADVERTISING AGE 
630 Third Ave., New York, N.Y. 


BUSINESS OPPORTUNITIES 


MKT RESEARCH CONCERN FOR SALE 
Suitable person need pay only consulta- 
tion fee as we break you in. Send _in- 
formation about your background. Con- 
fidential. 


Box 3217, ADVERTISING AGE 
630 Third Ave., New York 17, N.Y. 

Exclusive: New magazine covering one 
of America’s fastest growing businesses. 
Minimum investment of gives 
controlling interest. First issue ready for 
early spring distribution. Principals 
only. Write 

Box 3216, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


MISCELLANEOUS 
100 1960 Mahogany-plastic desk calendars 
with 4-line imprint, just $11.75! 200: $20.25! 
Ideal as business handouts. Fast guaran- 
teed, postpaid. Order now! Jon Bassett, 
16 Fernwood, Larchmoni, N. Y. 

NEW PROSPECT NAMES 
Increase Sales—Reduce Mailing Costs. 
We will supply new prospects from clas- 
sified phone directories as soon as_ is- 
sued; Correct old lists; Build new lists 
to our specifications; Circulation verifi- 
cations. Our directories cover 44, 
towns and cities in United States & 
Canada for 2 years. 

STANDARD MAIL ADVERTISING CO. 
469 E. Ohio St. Chicago 11, Ml. 


WANTED 
Media Director 


$10,000 
Chicago Agency 


Overall print and broadcast 
experience necessary for 
complete responsibility of 
this department. Send re- 
sume immediately. Your 
inquiry will be kept in 
complete confidence. 


Box 846, ADVERTISING AGE 
200 East Illinois St. 
Chicago 11, Illinois 


able to suggest visuals. 


extremely important. 


growth with a top company. 


replies will be kept confidential. 


Circulation Department of a major 
magazine has COPY CHIEF job opening. 


We want a man who has had experience selling by mail—prefer- 
ably subscriptions. He is creative, can initiate promotions and 
use research and reports to sell new and renewal subscriptions. 

This man will write letters, brochures, ads for all the circulation 
departments. He will edit copy—his own and others. He must be 


Ability to work with people inside and outside the company is 


This man probably is now employed but is seeking a change 
which will give him direct responsibility and opportunity for 


SALARY COMMENSURATE WITH EXPERIENCE 
Please write for an appointment only if you are experienced in 
direct mail copy writing. Give experience and references. All 


: Box 842, ADVERTISING AGE 
630 Third Avenue, New York 17, New York 


sponsibility. Send resume. 


WANTED: 


Copywriter who reads 
as well as writes 


Chicago office of well-known national advertising agency with 
a thoughtful young copy staff needs another writer with edu- 
cation and intelligence to match his(or her) writing skill. 
Naturally, we expect creative flair but mere glibness is not 
enough. A reader and thinker will be appreciated here. Our 
man probably is turning 30, has already worked up to a job 
with another first-class agency, knows something about 
food advertising and is ready for greater challenge and re- 


Box 844, ADVERTISING AGE 
200 E. Illinois St., Chicago, Illinois 
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onsoss £2 0 luna 

Ss. 

Splendid a... for expe- 

rienced man to become top execu- 

tive with progressive bulletin plant. 

Good salary and secure future. 

Please write fully in confidence. 

sooment Landau, Pres., LANDAU 
A. CO., Phila. 40, Pa. Phone col- 

fect Baldwin 9-5500. 


stable and loyal type of consumers 
found in towns of 2,500 population 
and less. Brand loyalty is more in 
evidence here, it is asserted, than 


Stronghold of Brand 
’ = 4f in the t lit kets. Also, 
Loyalty, ‘Grit’ Says reacts ike Chevrolet and Ford 


WILLIAMSPORT, Pa., Dec. 10—| advertised in the small-town medi- 
During the past week executives of | um, have a decidedly larger share 
Grit, the small-town weekly, have| of market than they do nationally. 
been showing a new sound-color Since the towns and villages of 
“a YOUNG, VERSATILE ADV. EXEC. AVAILABLE ti i isi * 
WAN D: SALES PROMOTION motion picture to advertising audi jot th and under account for 25% 


NASHVILLE ADVERTISING agency | Small Town Is 


gp f seeks man, 4 to 38, with Gepertense 
. in writing, p anning, marketing, or 

service for Adv. Ané otherwise preparing for account ex- 
allied fields. ecutive duties. An unusual oppor- 

By appointment only tunity for permanent and responsible 

59 E. MADISON + SUITE 1417 eareer in well-established agency. 
CHICAGO 2, Ill. Write Box 835, ADVERTISING AGE, 
CEntra!l 6-5670 200 E. Illinois St., Chicago 11, Illinois. 


The Midwest's 


shed, 


Veteran (30), personable, well- 
grounded in all phases of agency 


ences in New York, Detroit and 
operation and client service. Pres- 


of the population, Grit is hopeful 
Chicago. George R. Lamade, presi- 


MAN 


ee - VS 


EXPERIENCED 
SPACE SALESMAN 


having Advertising Manager po- 
tential for Chicago-based indus- 
trial magazine in growth field. 
Must know metalworking and 
manufacturing fields; have cre- 
ative ability; and be anxious to 
work like hell. 

Age: 26-40. $10,000, plus profit 
sharing to start. Be specific in 
replying to Box 840, Advertising 
Age, 200 East Illinois St., Chi- 
cago 11, Illinois. 


a, Assistant AE in N.Y. office of 
op 10” agency on a national 
food account billing several million. 
Ready for contact spot, but willing 
to start as assistant in a promising 
opportunity. Background includes 
copy. Will consider LA and SF 

Box 841, Advertising Age 
630 Third Avenue, New York 17, N.Y. 


MERCHANDISING EXPERTS 
NEEDED TO HEAD UP 

INVENTORY SERVICE 

CALCULATING SERVICE 

DISTRIBUTION SERVICE 

DEALER CHECKING SERVICE 

@ SURVEY INTERVIEWING SERVICE 


Do you have sufficient experience 
in this field to set up a nationwide 
program and direct 180 branches 
in selling, pricing and services? 
We offer an outstanding opportu- 
nity on our Milwaukee home of- 
fice staff to head this division. 
Write full details about yourself— 

resent earnings, etc.—to: Vice 

resident — Sales, MANPOWER, 
INC., 820 N. Plankinton Ave., Mil- 
waukee, Wis. All replies will be 
kept in strict confidence. 


(Start your New Yeor by calling me) 


NATIONAL ADVERTISING 
“BUSINESS-GETTER” AVAILABLE 


Sales-minded, forward-looking, cre- 
ative-type; able to influence 
decision-level agency people and ad- 
vertisers. Experienced in Food, Auto, 
Appliance, Banking, with 3 major 
newspaper markets over a 16 yr. 
space roducer of 50,000 lines per 
month. Prefer Midwest or West. Op- 
hey A to serve most important. 
oung family man representing sta- 
bility and tempered know-how; .. . 
will produce profit for you. For fur- 
ther information, please phone PArk 
4-6037 (Glenview, Ill.) or write: 


Box 845, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Outstanding opportunity for 
man with at least 2 years ex- 
perience in grocery or drug 
sales, advertising, merchandis- 
ing and PROVEN ABILITY 
TO WRITE. 

Leading New York trade 
publisher is expanding his 
promotion staff. Needs man 
who can create promotion 
pieces, booklets, scripts, trade 
ads, etc. 

SEND US A LETTER giving 
your background, qualifica- 
tions, present salary. Box 227, 
125 W. 4l1st St., N. Y. 36 


ADVERTISING AGENCY ACCOUNT 
EXECUTIVE OPPORTUNITY 


We recently advertised in these columns 
for an Account Executive. Now we find 
we need another man—a man with the 
ability to assume ‘‘account management”’ 
responsibility, a man who can write copy 
and direct others to write for him—in 
short, a seasoned advertising man. The 
man we seek will serve clients in the con- 
sumer goods field and will also have the 
opportunity to help us turn some active 
new business prospects into clients. His 
efforts will be supplemented by a talented 
creative group plus an experienced staff 
of marketing experts 

Please send us a letter about yourself 
(include a resume but please don't send 
just a resume). If you have a recent 
snapshot and wish to submit samples of 
your work, fine; but the letter is the im- 
portant thing right now. Your applica- 
tion will be held in strictest confidence 
(And if you applied to our previous ad, 
it will not be necessary for you to answer 
this. Applications received are being 
screened for both jobs). 

BAKER/JOHNSON & DICKINSON 
740 N. Plankinton Avenue 
Milwaukee 3, Wisconsin 


WHO WANTS 
TO RETIRE? 


Sound marketing and advertising 
man, currently V.P. large agency on 
top of multi-million dollar account, 
wants to ‘‘buy in" where partner or 
owner is “stepping out” of agency. 
Strong on creative, new business, 
sales presentations and administra- 
tion. 25 Years unbroken advertising 
on perience with Blue Chips. No 

hip p pocket” business but plenty of 
ability to help you keep what you've 
got and get plenty more. Present 
earnings in _ fifty-thousand-a-year 
area. 


Box 843, Advertising Age 
200 E. Illinois St., Chicago 11, Ill. 


AD AGENCY—New 
Business Getters! 


With or without presently con- 
trolled accounts. More than fifty 
agency-clients ask us to procure 
men for them who can produce 
new business—verified by records. 
Industrial or Commercial. Strik- 
ing opportunities—many with 
exceptional incentives including 
ownership plans. Ability as acc’t 
exec. and/or copywriter desired. 
Write or phone. Implicitly con- 
fidential. 


CLIFF KNOBLE 
Drake Personnel, Inc. 


29 East Madison Bldg. 
Chicago 2, Illinois 
Financial 6-8700 
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Advertising Age Needs an 
Editorial Man in Chicago 


We need another man (or woman) for the Advertising Age 
Chicago editorial staff. He should be young enough to find life 
exciting, old enough to know his way around. News writing back- 
ground is essential, knowledge of the advertising business ex- 
tremely helpful. Write (don't call) giving your qualifications and 
experience, and your price range, in complete confidence, to 
J. J. Graham, Managing Editor, 200 E. Illinois St., Chicago 11. 
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WE NEED TWO VERY SPECIAL COPYWRITERS 


The copywriters we want probably are employed right now. The 
too good to be out of work. But maybe they’re not as happy in thei 
position as they might be. Perhaps they’re restricted to writing for only 
one medium or for one kind of account or for one point of view. And 
since they’re in love with all kinds of ideas and understand how to choose 
and use marvelously exciting words to communicate those ideas, they’re 
intrigued by an agency (Chicago) who'll cherish them. 

One of these almost mythical people even knows how to extract techni- 
cal information from engineers, how to evaluate it, and how to turn it 
into industrial advertising that is not only convincing, but interesting. 
If you are either of these men or women, tell us about yourself (in con- 
fidence, of course) and send us a few of your proudest achievements 
with whatever explanation of them you think necessary. And thanks. 


Box 847, ADVERTISING AGE, 200 E. Illinois St., Chicago 11, Illinois 


|dent and general manager, 


| that this sympathetic approach to 
and | the character and customs of small- 


|Gilbert E. Whiteley, advertising| town residents will persuade na- 
| manager, have been in charge of| tional advertisers and their agen- 


| the presentations. 

The movie, produced by Parthe- 
non Pictures, and running for 15 
| minutes, provides a psychological 
rather than a statistical approach 
| to the small-town market, in which 
| Grit is operating without the help 
of friendly competitors such as 
| Town Journal and Household, dis- 


cies to give corresponding emphasis 
to promotion addressed to them. 
The big circulation magazines hit 
them only lightly, Grit says. # 


‘HiFi’ Names Bassett 

Thomas A. Bassett, formerly 
with Palmerton Publishing Co., 
has joined the eastern sales staff 


‘continued within the past few) of HiFi Review, a Ziff-Davis publi- 


| years. 


|cation, The publication will change 
its name to HiFi/Stereo Review, 


\. The story told is of the friendly, |effective with its February issue. 


ADVERTISING 
DIRECTOR 
FOR 
MARS, INC. 


If experience and ambition were the only requirements for this 
job, we cquld simply say: 


“This is a rare opportunity for an advertising man who has the 
capacity to (1) plan and administer the handling of the country's 
largest candy advertising budget; (2) work closely with Mars’ Mar- 
keting Director in shaping sales and advertising objectives and 


strategies; and (3) inspire an ' 
brilliant efforts."’ 


And having said that, we could stop. 


inspired’ advertising agency to 


Adding only the standard and reasonable request that replies 
be sent by mail, include experience resumé, present salary, 
personal data... and assuring the reader that replies would 
be treated in confidence. 


Such a description of the job is, in fact, quite accurate. 
And quite incomplete. 


For it only hints at the nature of the corporate climate and 
horizons of challenge that really make it a rare opportunity. 


Actually, the man who is sized right for this opportunity and 
future may have what is now—today—a job that's as big as this 
in title and present responsibility. 


But if we can meet him we have the means (and they're not 
just monetary) to prove this is his chance-of-a-lifetime job. 


The right man will also understand why we say please write. 
Not phone. Not wire. Write. 


Address: Mr. Norman Vance, Jr. 
Vice President and Marketing Director 
Mars, Inc. 
2019 North Oak Park Avenue 
Chicago 35, Illinois 
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--- means 


Bertsch + 
Cooper 


...it also means 
Chicago’s 
largest, complete 


typographic service 


facilities 
Type faces used are: 
Moditied Century Schoolbook with Bold 


Drug Makers Court Socialization 
by Underrating Public, Weiss Says 


(Continued from Page 3) 
creased public resentment against 
doctors, druggists and high drug 
prices as examples of the rising 
level of sophistication. 

He said: “Those millions of 
watchful and sometimes hostile 
eyes are the eyes of a more so- 
phisticated public. This is a public 
that, very rightly, looks upon the 
pharmaceutical industry as a type 
of public utility. It took the power 
and gas utilities years to learn how 
to live up to their public responsi- 
bilities. Is the ethical drug indus- 
try dropping behind in this new 
art?” 

As a prescription for the indus- 
try’s woes, Mr. Weiss recom- 
mended a program of “industrial 
statesmanship” involving, in one 
of its steps, direct advertising to 


SWEET SUCCESS 
adds the measurement of 
success that helps you 
get low cost-per-thousand 
sales...a unique format 
that provides the ideal 
climate for your 

sales message. 


Created and produced by 
Jack Douglas, three-time 
Emmy Award winner. 


INDEPENDENT 
TELEVISION 
CORPORATION 


488 MADISON AVE. * N.Y. 22 © PL 5-2100 


the public. 


|s Mr. Weiss said it is high time 
|that the industry reversed its posi- 
|tion on the question of consumer 
jadvertising. He mentioned drug 
costs, earnings of doctors and cer- 
tain medical problems (parents 
who insist on a tonsil operation for 
their children against the advice of 
|doctors) as suitable topics for ad- 
vertising messages. 

“The patient is indeed your cus- 
tomer,” he told the drug manufac- 
turers. “And I suggest that much 


| give additional weight to the pub- 
lic and will involve more direct 
communication between your in- 
dustry and the public.” 


# Dr. Austin Smith, president of 
the Pharmaceutical Manufacturers 
Assn., told the meeting that the in- 
dustry is becoming the “whipping 
boy” for critics who are really in 
favor of socialized medicine. 
Dr. Smith said: “I wonder if the 
current criticism about drug prices 
is generated because of a lack of 
perspective or of a deeper and less 
|obvious motivation, namely, a de- 
sire to enter the back door to 
government-controlled medicine, 
or socialized medicine as it is com- 
monly called.” 
, Dr. Smith cited figures to show 
\that the wholesale price index of 
pharmaceuticals and cosmetics de- 
creased from 105.3 in 1947 to 94 
in 1958, against a rise from 95.8 to 
123.3 for all items in the index. 


a\= The cry of socialized medicine 


was also raised by Louis E. Kazin, 
editor of Drug Topics and Drug 
Trade News. In a statement issued 
today, Mr. Kazin said: 

“It has been predicted time and 
again that those who are desirous 
of forcing some form of socialized 
medicine upon the American peo- 
ple wifl make their opening moves 
against the drug industry and its 
related retail distributor—the 
pharmacist.” 

Mr. Kazin added that those who 
are anxious to protect the Ameri- 
can free enterprise system “would 
do well to be on their guard during 
| this investigation.” 

Mr. Kazin charged that the drug 
industry “is in the paradoxical po- 
| sition of being pilloried for making 
major contributions to this coun- 
try’s splendid system of medical 
care within a profit system which 


has made such progress possi- 
the association of 


art 


studios in Chicago, inc. 


© ART PLUS, INC. 

« BERLET-ANDERSON-MARLIN, INC 
 CARNAHAN-HANSON CO 

© COMMERCIAL ILLUSTRATORS, INC. 
© COVENTRY, MILLER & OLZAK, INC. 
 GRANT-JACOBY STUDIOS, INC. 

» KLING-BIELEFELD STUDIOS, INC. 
 KOOPMAN-NEUMER 

HOOVER & KERN STUDIOS, INC. 


1000 advertising artists 


SERVICE - DEPENDABILITY: INTEGRITY 


* NUGENT-WILLIAMS STUDIOS, INC. 
* PACE STUDIOS 
* PROMOTIONAL ARTS, INC 
« WHITAKER: GUERNSEY 
STUDIO, INC. 
the Association of Art Studios in Chicago, inc. 


¢ BERT RAY STUDIOS 
¢ VOGUE-WRIGHT STUDIOS 

20 North Wacker Drive, Chicago 6, Illinois 
R. A. Good, Executive Secretary 


of your planning for the future will | 


Advertising Age, December 14, 1959 


| 
| 
an O'Shea is not to be had for the price of a box of blintars | 


2-3) 
ate } 


HIMSELF TALKS UP—Despite the free 
sample of Milady’s blintzes he’s 


| received, “Timothy P. O’Shea” will 


have it known he wasn’t “bought,” 

he was sold on the product. This 

ad, spoofing scandals of the day, is 

slated for the Dec. 17 Times and 

Daily News, New York. Smith/ 

Greenland, New York, is the agen- 
cy. 


Proctor Sets 


$250,000 Drive 
in Ist ‘60 Quarter 


(Continued from Page 3) 
studies were conducted by the 
Milwaukee Journal and the Hous- 
ton Chronicle. 


s The ads will carry no prices, 
Mr. Rambo said, “because so much 
cooperative-financed dealer ad- 
vertising emphasizes a price at the 
sacrifice of detailed product in- 
formation.” 

Ad proofs will be given to re- 
tailers for window and in-store 
displays, and local newspapers’ 
retail managers will sell dealer 
ads featuring Proctor products on 
the day of the insertion of national 
campaign copy. 

The newspapers, which will 
carry between two and four in- 
sertions (with most getting four), 
include the Chicago Daily News, 
Los Angeles Times, Miami Herald, 
New York Daily News, Philadel- 
phia Bulletin, San Francisco Ex- 
aminer, and Washington Post. # 


Underwood Adds 
Canner, but K&E 


Escapes Conflict 


(Continued from Page 1) 
broth with rice, chicken pate, plum 
pudding and fig pudding. 

Harold J. Siesel Co., New York, 
is the Dinner-Redy agency; Gray & 
Rogers, Philadelphia, handles the 
Richardson & Robbins line. 


s K&E resigned its Wilson busi- 
ness Nov. 20, citing product ‘“‘con- 
flicts.” 

Today K&E was formally named 
to handle Richardson & Robbins, 
effective Feb. 1. The agency was 
also expected to get the Dinner- 
Redy assignment (AA, Dec. 7), al- 
though Lever has yet to make an 
announcement. 

It is interesting to note that K&E 
was able to handle Underwood out 
of Boston and Wilson out of Chi- 
cago without any conflict. And it 
seems that the agency also will be 
able to handle both R&R and Din- 
ner-Redy without any conflict. 


@ Several weeks ago J. Walter 
Thompson Co.’s Chicago office ran 
into a similar situation, when Lib- 
by, McNeill & Libby, one of the 
agency’s oldest clients, switched its 
canned meats advertising to Tath- 
am-Laird, reportedly because JWT 
took on Oscar Mayer’s table-ready 
meats (AA, Nov. 16). # 


RCA Revamps 


Home Instruments 
Marketing Setup 


(Continued from Page 1) 
to vp, home instruments sales; J. 
M. Williams, who continues as 
manager of advertising and sales 
promotion, and R. M. Ryan, vp, 
regional finance. 

Both Mr. Mills and Mr. Beldon 
will report to P. J. Casella, exec 
vp, consumer products. 

RCA’s corporate advertising de- 
partment will continue to be head- 
ed by R. H. Coffin, vp, advertising 
and sales promotion, who reports 
to Mr. Farwell. 

Mr. Casella said the new organ- 
ization structure “will enable us to 
maintain specialization in every 
area and to improve the coordina- 
tion of design, product and market- 
ing activities for all television, ra- 
dio and Victrola phonograph prod- 
ucts.” 


s The reorganization followed a 
period in which RCA lost what 
was once a commanding lead in 
the television set market. In the 
opinion of some industry observers, 
RCA’s sales slump can be traced to 
a slowness in making product inno- 
vations. Such features as remote 
tuning and thin picture tube sets 
were introduced by competitors. 

In addition, competitors, partic- 
ularly Zenith, have been outscor- 
ing RCA in product tests made 
by such organizations as Consum- 
ers Union. 

An estimated 6,000,000 tv sets 
will be sold by the industry this 
year. Latest reports indicated that 
Zenith will do about 17% of this 
business. RCA, which once en- 
joyed a 20% or better share of 
market, appeared headed for a lit- 
tle better than 15%. 


s The home instruments reorgan- 
ization also followed a major 
switch in advertising agency as- 
signments. Effective Jan. 1, J. 
Walter Thompson Co. takes over 
RCA consumer products advertis- 
ing, involving between $10,000,000 
and $12,000,000, from Kenyon & 
Eckhardt (AA, Aug. 24). 


ZENITH 23” TV SETS 
SHOWN TO DISTRIBUTORS 

CuHIcaGco, Dec. 9—Zenith Radio 
Corp.’s 1960 line will include 23” 
television receivers for the first 
time. The line was shown to dis- 
tributors here yesterday, along 
with other tv sets, stereos, clock 
radios and other electronic appli- 
ances. 

Seven 23” tv receivers will be 
offered in the 1960 line, the com- 
pany said. Prices range from $320 
to $500. Three of the sets come 
equipped with Space Command re- 
mote tuning. 

Motorola Inc. is also expected to 
introduce a line of 23” tv receivers 
next week. # 


Howard Parish Joins 
Martin & Tuttle as VP 

Howard W. Parish, formerly 
publisher of the Seattle Star until 
its sale to the Seattle Times in 1947, 
and later publisher of the Colum- 
bia Basin News at Pasco, Wash., 
has joined the Seattle staff of 
Martin & Tuttle as a vp. His work 
will be mainly in business devel- 
opment. Mr. Parish relinquished 
his interest in the Columbia Basin 
News at the end of 1958, at which 
time Unitypo Inc., subsidiary of 
the International Typographical 
Union, took over the management 
(see story on Page 84). 

After leaving the Seattle Star, 
Mr. Parish was a part-owner and 
manager of the Craftsman Press, 


Seattle. 
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SO precious minutes of TV time—each one often costing $3000 or more. And you have just three of them in 
which to sell....If these three minutes fail to hold and move your audience, you’ve lost the better part of your total 
outlay....Your advertising messages should give useful product news in a fresh, compelling way. After all, you’re not 


in show business. You're in the selling business—the business of making a profit. N.W. AYER & SON, INC. 


€} The commercial is the payoff 
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Represented by Sawyer Ferguson Walker 
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